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7” FRY PAN WITH COVER 
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No. 837-M 

7’ FRY PAN WITH COVER 

Packed 6 in Shipping Carton 
Shipping Weight 7 Ibs. 
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We’re going all-out to help you introduce 


tw and sell America’s ONLY Warp-Proof Aluminum 
pys ese Fry Pan with a MONEY-BACK GUARANTEE! 





Cash in on this get-acquainted offer, NOW! Set 
up this 7” Special on the sales-producing Display 
Card packed with each carton of six. Mass all the 
your , other sizes—9, 10 and 11-inch pans and covers— 


apwe/A in windows, on counters. Advertise in your local 
CHA . Hit hard, on the whole MIRRO Warp- 


papers 
fest OY Proof Fry Pan line. You’ll make money... and 


make friends! 















e ALUMINUM GOODS MANUFACTURING COMPANY, MANITOWOC, WIS. 
SOU M I R RO J Fifth Avenue Bidg., New York 10 Merchandise Mart, Chicago 54 
WORLD'S LARGEST MANUFACTURER OF ALUMINUM COOKING UTENSILS 








DESIGN GIVES 


THE BEST CUT. THE MOST SALES 


LAWN-BOY ENGINEERS, originators of the 
important power-mower improvements, 
know why they design mowers as they do. 
But the imitators of LAWN-BOY can copy 
only the skin-deep appearance, not the 
cut—and, after all, it’s the cut that counts. 


SO THERE'S NO TRICK to selling a LAWN-BOY. 
When a customer starts comparing power 
mowers feature-by-feature, there’s just no 
contest. The world’s best power-mower 
know-how is lavished on LAWN-BOY to 
make it without question the smoothest- 
cutting, fastest-selling mower in the field. 


NOWHERE ELSE can your customers find the 
sensational ACTIVATED PILOT WHEEL that’s 
on this year’s LAWN-BOY Automower and 
Deluxe models. The line is long—a LAWN- 
Boy for every lawn and every budget. And 
it’s backed by the biggest national adver- 
tising campaign ever thrown behind a 
power mower-—even LAWN-BOY. Tie-in! See 
your distributor-salesman. 


LAWN-BOY 


LAWN-BOY, Lamar, Mo. « Division of Outboard 
Marine Corporation, makers of AoAnmsoan and 
Fvinrude Outboard Motors 

In Canada: LAWN-BOY, Peterborough, Ontario 
The NEW IDEAS are LAWN-BOY IDEAS 
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WHY 2-cycle LAWN-BOY engine is best 


Designed only for LAwWN-Boy, this 2-cycle engine is a model of simplicity, 
power, easy starting, light weight, and dependability, with a minimum of 
moving parts. Grass-cutting is faster and easier—every piston stroke is a 
power stroke (which means we needn’t “‘jazz up”’ the LAWN-Boy engine to get 
the 3200 rpm needed for efficient mowing). Finally, you don’t have to check 
oil—a free-and-easy proportion of gas and oil right in the fuel tank maintains 
top-notch operation throughout the long life of a LAWN-BOY power mower. 
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BEST SELLERS IN A 
HOT SEASON 











THREE NICHOLSON FILES SEEM TO HAVE BEEN MADE 10 bg 
ORDER FOR BOOSTING SUMMER SALES. HERE THEY ARE: | 





New Rotary Mower file—the first ever designed specifically for this increasingly 
popular machine. Hangs conveniently in its own protective plastic envelope. Already 
smashing sales records for a new file! 





Mill file—popular all-around file finds summer jobs in upkeep and repair of hoes, 
spades, trimmers and other tools used in the garden and home workshop. Most 
popular Mill is 8’ or 10” length in Bastard cut. 





4-in-Hand— it’s half round and flat, file and rasp—four files in one! Ideal for 
fitting screens and doors, for smoothing wood or shaping metal. Every householder 
is a prospect for this versatile tool. 


PROMOTE THESE TIMELY FILES FOR ADDED PROFITS NOW! 
CHECK YOUR STOCK AND CALL YOUR WHOLESALER TODAY! 





ests, NICHOLSON FILE COMPANY, PROVIDENCE, R. I. —_ 
2 uv. S. A.” (In Canada: Nicholson File Company of Canada Ltd., Port Hope, Ontario) } a 
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How COL 


R-marked American Chain 


brightens your profit picture! 


American Chain is color-marked for instant 
prand identification! 

American Chain is color-marked for easy 
measurement! 

American Chain is color-marked for pro- 
tection against error! 
That is the big new idea in chain selling that saves 
you time, insures accuracy in selling, pleases your 
customers and increases sales of American Chain. 

For now American Chain is marked, at intervals of 

approximately five feet, with a distinctive, self-identi- 
fying color band of stick-tight tape. These bands of 
tape each bear the brand name ACCO, also the grade 
of the chain (Proof Coil, BBB, High Test, Alloy). 


Tapes are in standard industry colors as follows: 


GREEN .....for ACCO Proof Coil 
RED ........+.... se ACCO wee 
BLUE ....... for ACCO High Test 
ORANGE....... for ACCO Alloy 


Containers are marked with the same colors 


Quick Identification * You and your customers can see 
instantly what grade the chain is, and that it is American 
Chain—the very best in chain quality and value. This 
eliminates the possibility of confusion and error. It 
makes both selling and buying easier, faster, more sat- 
isfactory all around. 
Easy Measurement °¢ It is a simple matter to measure 
off any desired length of chain, in seconds, thanks to 
these bright, durable color markers which appear ap- 
proximately every five feet of the chain. 
Full Protection * ‘These color markers assure your cus- 
tomer that he is getting the right length and the right 
grade of genuine ACCO-made chain he wants. Even a 
color-blind person can identify the chain from the 
easily-read color markings. 
Order these color-marked, easily-identified American Chains 
from our authorized American Chain Distributor. He is pre- 
pared to give you the very finest, promptest chain service. 
Write us at York, Pa., for booklet, "Finger Tip Facts about Chain” 
American Chain Division 


AMERICAN CHAIN & CABLE 


Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 





Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, 
*Houston, *Los Angeles, *New York, Philadelphia, Pittsburgh, 
“indicates Warehouse Stocks *Portland, Ore., *San Francisco 
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by W. A. Phair 


A retailer, or wholesaler. . . 


Mention the words, “drop shipment” these days and the first thing 
you know, you have a real argument on your hands. There are 
about as many different opinions on this subject as there are people 
in the hardware trade. 


Quite a few dealers seem to feel that drop shipments, and the 
added discount that usually goes with them, are the answer to every 
retailer’s problem. 


To many wholesalers, drop shipments are a plague that can, and 
often does, smother an otherwise good retail account by weakening 
his financial position. The wholesaler is damned by dealers if he 
doesn’t offer drop shipment deals, and he is damned by manufacturers 
when he does. 


To many manufacturers, drop shipments are a source of much 
confusion. If drop shipments are the answer, they ask, what is the 
future role of the wholesaler? If a factory can get volume by drop 
shipments, why does one need a wholesaler? Are wholesalers going 
to end up being just brokers at 5 or 10 percent over cost? 


But, are drop shipments really the answer to more profitable hard- 
ware retailing? 


If you use drop shipments to any extent, you must face the fact 
that you are getting into the wholesale business. Then the question 
is, does the bigger discount compensate for the additional capital 
it takes to handle the larger drop shipments? What about the extra 
stock room space you'll need? Who pays for that? What happens 
if prices go down before you can work off a large stock? Who is going 
to take the loss? 


Your net margin may be improved by using a lot of drop ship- 
ments, but your turnover rate will be shot to heck. In the meantime, 
you’re going to be sitting there with this heavy inventory. Each 
time the manufacturer changes a model design or introduces a new 
color, you’re going to have to sweat out the problem of getting rid of 
the old stock. 


Will you be ahead of the game with drop shipments? This is some- 
thing each dealer will have to decide for himself. And it’s a decision 
that deserves long and careful study. 


Let’s look at this subject from another angle. 
The two big needs of the average hardware store operator are 


more traffic and higher turnover. With better traffic, you can get 
better turnover. With better turnover, your money works harder and 
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Editorial 


continued 


your profits improve. That’s basic, not only with hardware dealers but 
with all retailers. 


The only way you can lick traffic and turnover is by improving your 
merchandising and salesmanship. Drop shipments don’t help here. 


One of the ways that some dealers are trying to improve volume without 
increasing expenses is by increasing the amount of store space used for 
display and selling. This means reducing stock room space as much as 
possible. You will find this trend reflected in many of the new store lay- 
outs. Some hardware chains are thinking in terms of actually eliminating 
stock room space. All merchandise on hand will be on display. An effective 
inventory control system, combined with fairly frequent deliveries from the 
wholesale source, is expected to keep stock in good shape. A store operated 
this way will have a very high turnover rate. Drop shipments wouldn’t 
help here. 


Some can, some can't... 


I am sure there are some occasions when the size of a dealer’s business 
in a certain line justifies his taking a drop shipment. It may be that in 
some lines, we could stand a little more of this arrangement. 


But the attitude of many dealers these days is that they want to have 
drop shipments on almost every line they carry. We have noticed that some 
distributors are even publishing drop shipment catalogs. 


The only point we want to raise here is: Is this good for the hardware 
trade in general? And, frankly, from everything we have seen, we feel 
strongly that we are rushing too fast into this field of drop shipments. 
We think that many dealers-are going to be hurt, and hurt badly, by in- 
judicious use of drop shipments. 


Almost every wholesaler can give you a list of dealer accounts of his that 
have gotten into financial trouble by tieing up too much money in extra 
discount deals. 


We also know that in the recent reports on hardware store failures, 
one of the chief causes has been inventory troubles. Drop shipments always 
tend to build up a store’s inventory. 


It has been said time and time again, and it bears repeating again, that 
the best way to make money in a hardware store is to concentrate on sell- 
ing. Let the wholesaler worry about buying and about storage problems 
and seasonal headaches and price changes. 





We all talk about using the principles of chains. Well, why don’t we? A 
chain uses a good inventory checking system, combined with frequent 
deliveries of replacements from the central warehouse. This results in 
maximum sales potential, maximum turnover and minimum outs. 













This same formula can be used by an independent retailer, using the 
facilities of an established wholesaler. In short, the dealer does the selling 
and the wholesaler has the worries of buying and storage. I still believe 
this is the best, most effective arrangement. 
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best looking 





Loaded with sales. appeal 
from every angle. Illus- 
trated: No. 571 decorative 
trim plate with “‘R”’ Series 
Thunderbird Design. 












New Lockwood “R”’ Series 
Starfire Design — a real 
smooth performer. 5 pin 
tumbler cylinder, all steel 
mechanism. 


Je 


i? 








Lockwood Speedril makes 
light work out of hard labor 
— insures foolproof installa- 
tion, cuts installation costs. 





locking 


quickest to install 


IN LOW-COST RESIDENTIAL FIELD 


LOCK WO 


‘ | . 
R’ series 
LOCKWOOD HARDWARE MFG. CO., Fitchburg, Mass. 
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BY WASHINGTON 


Home Building Slow Although 
Federal Aid May Spur Action 


You should be watching the home building in- 
dustry in your area closely for a clue as to when a 
pickup will begin as a result of new government 
actions. 

Congressional approval of a drastically-liberalized 
housing bill won’t mean a step-up in building or sales 
of builders’ hardware right away. 

Government officials are reluctant to use provisions 
of the measure permitting sharply-reduced down pay- 
ments on FHA-insured home mortgages. But a sec- 
tion permitting higher interest rates on these mort- 
gages will be used. This will draw more investment 
money into home building, and thus spur construction 
activity. 

The boost is needed. New housing starts in June 
dropped to an annual rate of 970,000 units, compared 
to 1,091,000 a year earlier. Veterans’ building pro- 
posals dropped 17 percent in June. 


Talk to the builders in your area. Find out when they 
plan to increase activity. Figure out when the real 
pickup is coming in your area, and estimate how big 
it will be. Plan your builders’ hardware inventory 
and promotions to capitalize on it. 


Your Opposition To Further PX 
Competition Echoed By Congress 


If you oppose military post exchange competition, 
and the planned test of interest-free credit at PX’s, 
you are getting powerful support in Congress. 

The credit test by the Air Force at two bases has 
been called off under scorching criticism from the 
Senate Appropriations Committee and skepticism by 
the House Armed Services Committee. It was post- 
poned reluctantly by Air Force officials, pending 
further congressional study. 

These other PX plans may also be cut back: To 
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expand stocks with sporting goods and tools. 

To carry higher priced merchandise. 

To extend credit to all exchanges when the bugs are 
worked out of the plan. 


While Congress has finally begun to see the mer- 
chant’s point of view that PX bosses are empire 
builders, don’t figure the battle is over. Write your 
senators and representatives, and the two committees 
now, while the subject is hot. 


Congress Votes Continued Aid 
To Train More Workers For You 


The federal government’s program to help train 
young people in the distributive trades has been con- 
tinued by Congress at $2.6 million for another year. 
This is a small but important source of trained 
workers for you. 

With the states matching federal funds, some $6 
million will be spent in the current fiscal year, which 
began July 1, to help schools train future workers. 

This is the second year that Congress has granted 
the full amount for distributive education. It is part 
of a vocational education program, which also in- 
cludes industrial and farm education and home eco- 
nomics instruction, costing some $33.7 million a year. 

Distributive education is one of the smallest of the 
myriad government aid programs, but one of the 
most important to merchants. 


See if your local school system is getting its share 
of the distributive education grant. If not, urge your 
local school officials to join the program. Work with 
instructors in these courses. When possible hire the 
graduates. (Continued on page 59) 
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“When you order Kwikset...” 











When you order Kwikset “400” line locksets, you become a 

partner in America’s most successful lockset distribution system. 
This system includes outstanding wholesalers and distributors from 
| : 3 : coast to coast who, with Kwikset representatives, provide 
the kind of service that anticipates your needs. 

Orders for Kwikset Locksets are promptly delivered when and 
where needed. Their dependable performance is backed by 

an unconditional guarantee for parts and workmanship. And, since 
Kwikset is the largest selling residential lockset in America, 


inventory turnover is faster and profits are greater. 


For locksets that are easier to sell, order the Kwikset ‘'400” line. 


America’s largest selling residential lockset 





KWIKSET SALES AND SERVICE COMPANY, ANAHEIM, CALIFORNIA 




















A SUMMARY OF THE BUSINESS OUTLOOK FOR HARDWARE DEALERS 


light up 
the lawns... 


too much 
on-the-cuff? .. . 


who buys 
gadgets?... 


steel prices 
affect you... 
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A new market has developed this summer — lighting lawns at night. 
There's still time to cash in on this growing demand for outdoor light- 
ing. More homeowners than ever have been bitten by the urge to light 
their lawns and house exteriors. They want to enjoy outdoor living to 
the fullest — even after dark. Outdoor lights provide the answer. Bulb 
makers and consumer magazines are energetically promoting the idea. 
HA Recommendation: There are nearly two full months left for night- 
time outdoor living. Promote this trend in your community. Watch it 
snowball once it starts. Point out to customers that these same lights 
provide unusual decorative effects at Christmas time too. 


Are customers buying too much on time payments? No, say the experts. 
Not if you consider that the ratio of their debt to earnings is the same. 
The amount customers owe on instalment purchases is going up, but so 
are wages. In fact, customers are saving more money at the same time 
they're keeping up their credit payments. A recent government study 
showed no need for credit controls at this time. HA Recommendation: 
Use credit as a sales tool. Stress credit and layaway in your ads and 
sales talks. Don’t lose sales to competitors, who offer customers credit, 
by insisting on cash sales only. 


Men have become important customers for kitchen gadgets, especially 
expensive gadgets. Cooking is becoming a popular male hobby. Spurred 
on by successes with the backyard barbecue, more men are turning their 
efforts to indoor cooking. They experiment with exotic dishes and re- 
quire all sorts of gadgets for their preparation. HA Recommendation: 
Cash in on this new market. Sponsor a cooking school for men. Show 
how easy it is to prepare fancy dishes and stress the importance of 
gadgets in the kitchen. Promote the idea that experimenting in the 
kitchen can be fun. 


Prices may advance on many steel items. Most manufacturers plan to 
pass along higher steel costs wherever competition will allow. Other 
manufacturers may be forced to absorb the costs rather than to raise 
prices. Some hardware dealers may find themselves in the same situa- 
tion. HA Recommendation: Don’t try and hedge the price advance by 
buying heavily now. It isn’t worth it. Remember, you’re a retailer, not 
a gambler. Such increases as may occur in hardware products will be 
small. 


... turn to p. 86 for more news on how’s the hardware business 
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FACTORY 

CHICAGO, 39 

HORSE BONUS 

MODEL ENGINE POWER PRICE 

—— P619°4R Pincor 22 HP 48.42 

PIN R 4 it ] P622-4R Pincor 22 HP 50.97 
Ree COREE with 4 cyan: See P622-BR Briggs & 2% HP 56.07 

Pincor Engine and deluxe features. Stratton 











* No limit to quantity. Only requirement is the minimum 
For the first time, we are offering our deluxe PINCOR Line of purchase of three on one order for shipment to one 


rotary power lawn mowers at a cost price to dealers, which is, destination at same time. These three may be of one 


model or a combination of those above. 
so far as we know, lower than that offered by any other reputable 


manufacturer. Now you can compete with chain stores, depart- Don't just meet Competition 
ment stores and other outlets. iy , 
Gs le — Be the Competition. 
Every mower offered in this BONUS SALE is a deluxe 


PINCOR Rotary from our regular line—not “close outs’ or ORDER TODAY 
“specials,” but mowers which will be part of our PINCOR 
line in 1958. 





Late Summer and Karly Fall are good rotary mower sales 
months. Be ready for profitable late season sales. Send your 


order in today for prompt shipment—Write for details. olafe) |i Mr cal. 
COLISEUM @ NEW YORK CITY 


PINCOR BOOTH No. 745 


MANUFACTURERS OF 
















POWER ELECTRIC PORTABLE GASOLINE 
Sia LAWN MOWERS POWER TOOLS ENGINES 





: 


ex” ue | _ _ . ; 
er a a en 
‘eat- tel -mek Mm og LO], | 5 3) eed a Pe lepee)]. mote) -i_fe)-F -Balel. 


5841 West Dickens Ave Ch =e kemee b- Pilla 























ois « Telephone BErkshire 77-4100 
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HERE 1S THE LATEST INFORMATION ON NEW MERCHANDISE 





1958 rotary power mowers 
Safety is a big feature in the 
1958 Choremaster rotary power 
mower line. The five top models 
have a welded metal lattice almost 
covering the blade and positioned 
to the rear. The operator’s foot 
cannot contact the blade through 
the rods but the Safe-T-Guard does 
not interfere with grass cutting. 
This guard also prevents grass 
scalping. All models have recessed 
wheels and side discharge chutes. 
Models range from 18 to 21 in. in 








freewheeling and power propelled 
types. Engines range from 1%4 to 
3 hp. Weber Engineered Products, 
Ine. 


For more data circle No. 1 on postcard, p. 67 


Laminated steel padlocks 

This company has added two 
padlocks to its line, constructed of 
laminated steel with super tumbler 
disc cylinder mechanism. These 
cadmium rust-proofed locks are in- 
dividually boxed, six to a display 
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carton. No. 46, 1% in. across has 
240 positive key changes and No. 
47, illustrated, has 960 positive key 
changes and is 1°%4 in. across. Slay- 
maker Lock Co. 


For more data circle No. 2 on postcard, p. 67 


Colored plastic handle tools 


Tmpulse sales will be boosted 
by this line of pliers and other 
hand tools. They have colored plas- 
tic handle cushions in red, yellow, 
blue, orange and green. This rain- 
bow line is available in counter 
































displays on both rotating stands 
and perforated panel boards. 
Kraeuter and Co. 


For more data circle No. 3 on postcard, p. 67 


Toilet seat and lid design 


This Puritan toilet seat, the 
Imperial 700, features design 
changes. The new seat has a mas- 
sive lid with double-rolled contour 
edges, saddle-fit seat, polyethylene 
bumpers in matched colors, con- 


a“ 

J 
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cealed hinge bar and chrome- 
plated, solid brass hardware. Comes 
in 11 colors at $6.95. Century 
Products, Inc. 


For more data circle No. 4 on postcard, p. 67 





Perforated waste basket 

This 8 qt round waste basket 
has been added to the Lustro- 
Ware line of seamless polyethylene 
baskets. The 8%, x 10% in. 
basket has a perforated filigree 
design near the top. It comes in 
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Want more information on these 
products? Then use free post 
card on page 6/. 





THAT CAN HELP YOU BUILD BETTER STORE PROFITS 











a wide range of colors at $1.29. 
A 36 oz refrigerator decanter and 
a lace table basket are also avail- 
able in the Lustro-Ware polyethy- 
lene line. Columbus Plastic Prod- 
ucts, Ine. 


For more data circle No. 5 on postcard, p. 67 


Air conditioner filter 


Amer-Glas filter can be cut to 
fit any size and make window air 
conditioner. The cut-n’-fit filter is 
made with a rigid mat of glass 
fibers which can be cut easily 


eo 





f AIAER-4I8 , 


+ cut-n-f Alier . 
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with scissors or a knife. No filter 
frame is needed to support the 
pad. The 15 x 24 in. pad comes in 
a clear plastic package. American 
Air Filter Co. 


For more data circle No. 6 on postcard, p. 67 


Carrier and tumbler set 


Hostesses will be customers for 
this brass finished wire drinking 





glass carrier with glasses. The 3 
in 1 Party Caddy comes with eight 
decorated clear plastic tumblers, 
eight matching plastic coasters and 
30 paper party napkins. The set 
comes individually boxed in a box 
suitable for reshipping. Retail: 
$4.95. Artistic Wire Products. 


For more data circle No. 7 on postcard, p. 67 


Self-soldering patch 


Do-it-yourself customers will be 
interested in this. self-soldering 
patch which adheres to metal, 
wood, rubber, canvas, and plastic 


without heating. A_ solvent, in- 
cluded in the package, activates the 
adhesive which is in the celastic 
fabric. The patch is guaranteed 
against rust, rotting or deteriora- 
tion and can be used to mend tears, 
leaks, holes and rusted areas. Patch 
rolls available in $1 and $2 sizes. 
Woodhill Chemical Mfg. Co. 


For more data circle No. 8 on postcard, p. 67 


Balanced heat appliances 


These items are scheduled for a 
nation-wide advertising campaign 
starting in September and climax- 
ing with Christmas sales. Fea- 
tured in a combination display box 
or gift package, are the Universal 
completely automatic and immersa- 
ble cooking appliances with the 
Cookamatic control. Five available 
units are fitted for control with the 
plug-in thermostat, right: a 3-qt 





covered sauce pan, top, a 5-qt cov- 
ered sauce pan, medium and large- 
size frying pans with metal or 

(Continued on page 64) 
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TO HELP YOU SELL 


Want more information on these 
sales aids? Then use free post 
card on page 6/. 


NEW DISPLAYS AND OTHER DEALER AIDS TO HELP YOU SELL MORE 





Carded, skin-pack hardware 
Dealers who have gone, or want 
to go, self-service will welcome 
Hager’s Binned Merchandiser No. 
140 as an impulse _ sales-maker. 
Hardly more than 1 sq ft of counter 
space is all that’s needed for this 
23-item display-stock-case. Fifteen 
items in the ninge and hasp mer- 
chandiser fit in small bins. The 
other eight hang on the display 
panel mounted to the base. Each 
item sells itself in clear skin-pack 
wrapping. Lost parts and pilfer- 
age of parts are eliminated. Mer- 


chandiser and stock come packed 
in same carton. C. Hager & Sons 
Hinge Mfg. Co. 


For more data circle No. 9 on postcard, p. 67 


Pinking shear merchandiser 


Impulse sales of Kleencut pink- 
ing shears will get a boost from 
this one-piece folding merchan- 
diser with the modern flair. The 
10 x 11%4 x 4 in. display has a die 
cut opening and platform which 
holds a pair of gift packed shears. 
Comes free with an order of 12 
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or more pairs of shears. There are 
three models of shears to choose 
from. Acme Shear Co. 


For more data circle No. 10 on postcard, p. 67 


Pre-cut package screening 
Packaged rolls of insect screen- 
ing are handy for repairs and save 
space and time. These rolls are 
cut to fit standard windows and 
doors. Gold Strand screening is 
available in aluminum or gal- 
vanized steel mesh and is pre-cut 
in 28 in., 32 in. or 36 in. widths 


in 66 in. lengths. Instructions for 
repairing or making screen doors 
and windows are included in each 
roll. Colorado Fuel and Iron Corp. 


For more data circle Neo. 11 on postcard, p. 67 


Free window lock display 

Here are burglar-proof window 
locks in a colorful display box for 
counter use. The display is 4 x 6 
in., holds 12 locks. It tells how the 
cylinder lock prevents opening win- 


dows locked partly open for venti- 
lation or air conditioning. All locks 
are keyed alike so that only one 
key is needed for all windows. Safe 
Padlock & Hardware Co., Fraim 
Div. 


For more data circle No. 12 on postcard, p. 67 


Revolving cutlery display 
You can display a wide range of 
cutlery items in a limited space 
with this revolving metal display 
(Continued on page 74) 
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it’s the latest news from 


WVVALLACE 


These new Wallace patterns were the hits of the 
Housewares Shows. And with good reason! They’re 
sleek, smart, new as tomorrow. Made by famous 
Wallace Silversmiths and packaged in colorful eye- 
catching window boxes for easy display. 

Right this minute — it’s time for you to order and 
stock both these new Wallace Stainless patterns. They 


STAINLESS 


can boom your sales during the big Fall selling season 
ahead. Do it today! 

New Sea Sprite, bright light in Green Seal Stainless 
combines modern design with a ‘‘snap ‘em up”’ price. 
New Lilt, newest member of the Wallace Hallmark line 
offers latest styling in graded, heavy-weight stainless 
... ata price everyone can afford! 


WALLACE STAINLESS ...A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT... SINCE 1835 
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New way to rack up 


bi | 


New “‘E-T’’ Deal stimulates j . REFILL 


te " 


impulse sales and extra profits. — ~. DISPLAYS 
Rack is 8” wide, 6” deep, 13” high, takes only 4 sq. ft. 4“ eid | 
of counter space. — S| » 2 


Holds 24—39¢ rolls, 12—75¢ rolls of “SCOTCH” 33 Plastic } CAT. NO. 196 
Electrical Tape. 12—39¢ rolls 


Stretchy, super-tough, all-vinyl tape resists water, oils, 
acids, weathering. 


@® Each roll individually wrapped to keep stock clean, fresh-looking. 
‘ : 12—75¢ rolls 00 
@ UL listed for electrical use. 4 * y 240"... 6 


CAT. NO. 198 


The term “SCOTCH” and the plaid design are registered trademarks of Minnesota Mining & Mfg. Co., St. Paul 6, Minn. Export Sales 
Office: 99 Park Ave., New York 16, N.Y. In Canada: P.O. Box 757, London, Ontario. Rese 
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Bulbsnatchers in 


~. GIANT BULBSNATCHER- 
‘TO ROCKET G-E BULBS 


‘a 


oN 


ee eee 2: ORS 9 5 


“I was a bulbsnatcher. 
Now I’m a better 
bulbsnatcher. I 
“‘Snatch”’ bulbs only 
from G-E 4-bulb 
cartons... regular 
or Coloramic.”’ 





9600808 68 0 0 Be 
eeee0eee#e?8e?® 
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Fall ‘Rocket to Profit” Campaign 


COLORAMIC CAMPAIGN STARTS SEPTEMBER 10 
SALES DURING PEAK BULB-SELLING PERIOD 


1. GREATEST ADVERTISING CAMPAIGN \ 4 ~ a 


During September and October—the start | # amet ee 
of your best light bulb selling period—G.E. cine Be 


is concentrating millions of advertising | cheyenne ) 
| Y 













messages to your customers. Full page Col- 
oramic and Bulbsnatcher ads, in color, in (jf 
September and October issues of America’s \\ “Sa 
biggest circulation magazines reach more = 
than 130,000,000 readers (see at right). Over .. oc cue ap 
30,000,000 TV viewers will see each of the Bulbsnatcher ad tells 
hard-selling G-E Bulb commercials on eusteandee’ bulb. 
CHEYENNE, highest rated one hour “#76 habits. 


dramatic show on TV. 


My husteand Was : 
3 Hulbert, her be “ ant = | 
Ullsmatcher 


$i 
i. 














COLORAMIC AD ) | 

4-color ad shows socket. “snatches” bulhe . | 

2. 2 OUT OF 3 PREFER "G-E” effect of all four bhing om GE ¢tein maly 

G-E Coloramic wi, , pacts 

bulbds on living ff 5 >. 
room. i 
















Actual side-by-side tests prove your customers 









prefer G-E Bulbs 2 to 1 over competitive of ee 

brands. Put this preference to work for you Pree Th 2 

by stocking up now on all sizes of regular | OUR HOME FOUR ~NEW Looxs : ene a 
i Fl€craic 


- & © a rs 
e% 


G-E Bulbs and new G-E Coloramic Bulbs— | 
and let your customers know it. 





3. NEW, VERSATILE, SELLING DISPLAYS 


Designed to help you get maximum sales at | 
this peak bulb-selling period, G.E. has a 

great array of merchandising aids including | 
corrugated merchandisers and flashing light 


LOOK 


displays that can be changed from Coloramic 











: WITH NEW oc E COLORAMIC BULL a 
sa . Ft £955 









to Bulbsnatcher theme in seconds. Ask your | a = am 

G-E representative for displays designed for % a POs! 
your store! CNM @eticiae a= 2 

— 2 eaders 

Digest 






ate: - CS ai | 
oD ~~, 3 


T you 












¥ sat we a ae pee : 
tea BETTER Satie ae iy cua 2 sees ec A 5 é tal LOE RS Oe 





BULBSNATCHER vsietnon BETTER 








new G-E Fluores- 
cent Lamp for the 
home follows this 
advertisement. 

Don’t miss it! 


Get set for G-E’s “Rocket to Profit’ Campaign starting September 10th! 


GENERAL @) ELECTRIC 
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General Electric Announces: 


New G-E Home-Lite’ 


to broaden home market...simplify 
stocking ...make selling easier 































1 Broadens home market— Homemakers—dissatisfied with 
the quality of light from poorly chosen fluorescent lamps 





—will immediately want to switch to wonderful new G-E 
Home-Lites. They give soft flattering light much like 
the light they’re used to from regular bulbs. What’s 
more, those who have never used fluorescents 
before will now want to install them in their homes. 





Simplifies stocking— You carry only 
one lamp for all home uses (in all regular 
sizes including circlines). 





Makes selling easier— Now you'll 





know G-E Home-Lites are the 
right fluorescent tubes to 





recommend for the home. 





They’re a big-ticket, big-profit 
item—will sell for $1.05 and up. 


Hew 











Sets oemenas  trrereic 





+ Ree 


MAGAZINE SPREADS AND TV COMMERCIALS 
TELL MILLIONS ABOUT NEW G-E HOME-LITES 


Unusual ads like the above appear in September, October and 
November magazines such as Saturday Evening Post and Better 
Homes and Gardens. And Cheyenne, highest rated one-hour TV 
show, reaches over 30,000,000 customers with every G-E Home- 
Lite commercial this fall. 








Place Your Order Today. Be sure you have an adequate stock of 
new G-E Home-Lite fluorescents—in all sizes—regular and circline. 
Call your G-E Lamp Supplier today! General Electric Co., Large 
Lamp Dept. HA-87, Nela Park, Cleveland 12, Ohio. 
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These are genuine Johnsons, the fastest selling ice skates 
in America. During the last three seasons, dealers found it 
difficult to get enough from their suppliers to meet 
demand. Your customers are familiar with and ask for 
Johnsons because of our long-term national consumer 
advertising efforts. More and more dealers are 
standardizing on Johnsons. Last year more Johnsons were 


sold than ever before. There are Johnsons for the whole family. 


To insure an adequate stock of Johnsons this 
season, write your jobber for the new 

Nestor Johnson catalog, then order early so he 
can supply your needs. 


This attractive storage-display box with 
perforated tear-out top makes it easy for 
you to put Nestor Johnson skate guards 
out where they will be seen and bought. 
Nestor Johnson offers a complete line of 
skating accessories—sharpening stands, 
toe guards, pocket skate sharpeners, 
laces, lace hooks. See catalog for details. 


NESTOR JOHNSON MFG. CO. 
CHICAGO 47 
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HART HARDWARE keeps accurate records with 
a modern National System. 


Ps, 


THIS NATIONAL provides vital cash and departmental control, 


fast check-out service. 


“Our C@alional System 
saves us‘1680 a year... 


pays for itself every 11 months!” 


— Hart Hardware, Newport, Ky. 


“Our business depends very much on 
accurate records,” writes Charles T. 
Hart, owner of Hart Hardware. “I 
like to have a daily check on our 
business situation, yet with a mini- 
mum of time and effort expended. 
Our efficient National System makes 
all this possible and saves us $1,680 
a year! 

‘“*Every transaction must go 
through our National Check-Out 
Register. This guarantees us maxi- 
mum cash and departmental control 


and eliminates mistakes in addition. 
The machine issues the customer a 
printed receipt and records all perti- 
nent information on the locked-in 
audit strip for our own records. 

“Thanks to this increased effi- 
ciency, we have greatly reduced per- 
sonnel costs. Our National Check- 
Out System easily 


pays for itself 
went Chale TM 


months!”’ 
Owner, Hart Hardware 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


24 


CHARLES T. HART, Owner of 
Hart Hardware. 


A modern National System in your hard- 
ware business can produce the same profit- 
able results. Nationals provide the protection 
that saves you money and the information 
that helps increase your profits. Call your 
nearby National representative for a full 
demonstration today. His number is in the 
yellow pages of your phone book. 
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SLL ATRTTTS HOT PROFITS 


WITH COLUMBIAN’S NEW 


FINE-LINE roasrers 


HIGH-GLOSS PORCELAIN ENAMELED STEEL 





Start NOW with this “Extra Bonus” package! 


Look what you get... THIS BALANCED 


, SELECTED DEAL 
° The market's newest and most attractive Roasters CONTAINS: 





© All 4 needed sizes in just the right quantities 5 12-inch Roasters (plus 1 FREE) 
3 3 15-inch Roasters 
e FREE... One Roaster to boost your profits 6 18-inch Roasters 


e Free... Large 20” x 30” poster for your window oe 
e Free... 4 large in-the-store pennants OVER 3 5% 


e Free... Newspaper mats packed in the deal PROFIT 











SEE YOUR JOBBER 


who sells ‘“‘FINE-LINE’”’ 
Roasters or write us for 
the one nearest you 


Pee 
PORCHLAIN ENAMELED saa) 


ki Eaay fy Choan Pe \) 
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ee 
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snap-o" » 


ad gr 
MADE BY i n 
ENAMELING & STAMPING CO. 
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Robert Jerrett, Jr. 
Vice President, General Manager 


American Tackie and Equipment Company 





. “I predict 30,000 
fishing tackle 





dealers will 
make more money 
in 1958” 


True Temper, Montague, Ocean City 
have combined to form the 
American Tackle and Equipment 
Company 





Object: to bring profit back to all 
of us in the fishing tackle 
business 
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“Heres how we plan to do it” 


Tackle for every game fish 
in the world 


We'll supply you with tackle for everything that swims where 
your customers fish. Quality tackle to build customer loyalty. 
Promotional tackle to bring in new customers. Complete price 
range ... everything from a $1.98 traffic-building reel to a 
$225.00 big game rod. 


Won't be sold across the street 
at crazy prices 


Successful dealers know you build repeat business by selling 
quality and service ... crazy discounts are not in the picture. 
All of our jobber customers buy at the same price, without 
exception. They supply you right from their warehouses. Fast 


delivery ... full guarantee ...and repair service. Plus help 
from American Tackle salesmen, factory trained and factory 
supervised. 


Sales action from national 
magazine advertising 


A powerful advertising program in Sports Afield, Outdoor 
Life, Sports Illustrated, Field & Stream, Boy’s Life, Time and 
Newsweek, builds brand acceptance. That’s just the beginning. 
American Tackle will supply you with the promotion ma- 
terials you need to make news and sales. Helping you build 
a profitable fishing tackle business is our single objective. 








; 





A 






il 
. 


; 



















eek, 
ts 








444 “» 
‘4h « 


Whatever it takes for leadership 


» 
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Se. 
| | ae Sizes 
We’ll work with you to build business with these brands... sss S= = 
, SS 
True Temper, Montague, Ocean City. We pledge product ssS=S== 
advantages... sales points... to make it easier for you to === 
~ <é . — — <a 
sell at a fair price. This isn’t just talk. There’ll be more “‘firsts’’ AS = = 
> — = ——— 


like the Starless Drag, Speed-lock Grip, Magnetic Anti- 
Backlash. We have the stamina and the will to lead the indus- 
try. We hope you’ll join us... there’s going to be money in 
it for all of us. 


i 


7. ween cman 


American Tackle and Equipment 
Phitadeiphia 34, Penna. 
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No constant watching .. . 
you dial the exact degree 
needed. No boiling over, 
no burning . .. makes cook- 
ing almost foolproof. 














FAMILY SIZE, MODEL $40 


(Seneral 


Another General Electric development in controlled-heat cooking ! 





(Model S 40—priced and packaged to include cover, 
removable thermostat, fry basket) 





Completely immersible! 


Thermostat unplugs so the 
General Electric Automatic 
Saucepan washes like an 
ordinary pan. 


General Electric Co., Portable Appliance Dept., Bridgeport 2, Conn. 
*Manufacturer’s recommended retail or Fair Trade price. 


Electric Saucepans with 


Removable Thermostats 
4-quart *24”" 











HANDY SIZE, MODEL $20 





2-quart *19”* 


(Model S 20—priced and packaged to include cover 


and removable thermostat) 


Here is the most versatile port- 
able cooking appliance yet. The 
General Electric Automatic Sauce- 
pan simmers, steams, stews .. . even 
deep fries. New, more accurate sili- 
cone control lets you cook every- 
thing perfectly . . . better than on 
a stove. 


Priced right, too! And they’re 





packaged complete to avoid compli- 
cated inventory problems. 


Powerful television coverage 
(““Cheyenne,” ABC-TV), plus full- 
page ads in Life and Better Homes 
& Gardens, will send customers out 
looking for this exciting new appli- 
ance. Be ready! See your local 
General Electric distributor now. 


Progress /s Our Most Important Product 
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OL SAFE\E) GUARD 


PENDING 


OBSOLETES 


ALL OTHER SLICING MACHINES 


(INCLUDING OUR EARLIER MODELS) 


NO OTHER SLICERS—Hand or Electric—ARE AS SAFE! 
NO OTHER SLICERS OFFER SO MUCH PROTECTION! 


. | 


@ SAFE\E) GUARD S-T-O-P-S SLICER 
UNLESS YOUR HANDS ARE SAFE! 


@ SAFE ENOUGH FOR A CHILD TO OPERATE! 


<> @ HER HAND IS ALWAYS AWAY FROM THE KNIFE 


| stm 
OR Gere EXCLUSIVE SAFEKE GUARD 


STOPS SLICING ACTION 


OW. STANDARD EQUIPMENT ON ALL eid SLICING MACHINES 


HAND OR ELECTRIC with MOVING PLATFORMS 


ALL THIS EXTRA SAFETY — ALL THIS 
EXTRA SELLING APPEAL — ALL THIS 
EXTRA VOLUME AND EXTRA PROFIT 
-»» WITHOUT ONE CENT OF EXTRA 
cost TO You! 


Look to General — the leader for over a 
quarter of a century — for everything new 
— everything good in slicing machines. 
And best of all these amazing improve- 
ments cost NOT ONE EXTRA PENNY! You 
can sell more slicing machines . . . get bet- 
ter prices...make extra profits — when 
you STOCK — FEATURE AND DISPLAY... 


ont 'eGa7 


— SLICING MACHINES 
HAND OPERATED SLICING MACHINES 


| Goal TO RETAIL FROM $14.95 pee 
w aap ELECTRIC SLICING MACHINES WITH EXCLUSIVE SABE “ly GUARD 
: y TO RETAIL FROM $49.95 


SLICING MACHINE CO. INC. WALDEN NEW YORK 
















GOULDS PRIME-FLOW 
Deep Well System 


a 


SEE THIS 
DYNAMIC 

DEMONSTRATION 
AT YOUR 

DISTRIBUTOR’S! 


GOULDS 4 
TROUBLE-SAVING \ 
FEATURE 
KEEPS PROFITS 
IN YOUR POCKET 








NO CALLS TO NO SEAL NO WATER-LOGGED je 
REPRIME FAILURES TANKS . 








30 HARDWARE AGE, AUGUST 1, 1957 








deep well 
self-priming 


Most shallow well jet pumps are “termed” self-priming. If self-priming is 
so important for shallow-well pumps, then how about deep well pumps ? 
Its more important! A Goulds self-priming deep well jet pump will not 
lose prime when the well end of the foot valve is exposed to air. Combina- 
tion of Goulds patented double air separation chamber with Goulds pat- 
ented self-priming centrifugal pump makes this possible. This self-priming: 


1. Eliminates service calls to reprime 
2. Prevents seal from running dry 


3. Means air handling ability; no water-logged tanks 


[his means you make a4 permanent profit. Your earnings are not eaten away 
by costly service calls. Sell Goulds Prime-Flow deep well pumps... for 
permanent profits . . . satisfied customers! 


GOULDS PUMPS INC., DEPT. HA-857, SENECA FALLS, N.Y. 


Sell the pumps 
that help sell you..... Si=io.mloumyoe 


GOULDS 
Water Systems 
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The new Twin-Brush Floor Polisher 


Complete 
brushes and 





sa. SENOS IN = > 

Light and easy. No trouble at all to lift 
and carry this lightweight floor polisher. 
Women will use it all through the house on 
wood, tile, linoleum .. . all kinds of floors. 

















a 


See how it stores with weight off brushes. 
Saves space. Saves wear. Note those big 
twin brushes. They mean easy steering 
and no polishing marks on floor. 











Look for the new General Electric Twin-Brush 
Polisher to electrify the whole floor polisher field ! 
* This new polisher handles so easily, women will 
Q A use it at least once a week— making it a “regular”’ 
for housekeeping. 
with scrubbing Here is a way to keep floors looking beautiful 
buffing pads always without frequent heavy-duty chores. 














Sweet nal low. You can tell at a glance 
that this new floor polisher is completely 
functional. Gets under heavy furniture 
and into hard-to-clean corners. 





caahaden pioaeriars make light work of 
special kitchen floor care. But frequent 
once-overs with the new polisher keep 
even necessary scrubbings to a minimum. 


Comes to you in handy “‘carry-home’”’ carton. 
Easy to assemble, 2-piece handle, permits packing in 28" x 13" x 8" box. 


Progress /s Our Most Important Product 


GENERAL @ ELECTRIC 
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. the new idea in floor care 


Now! Give all your floors 
that “just done” look --- in minutes 







ae 








New General Electric Floor Polisher 
introduces new idea in floor care)! 


What a JOY to find yourself forever free of frequent 
messy floor jobs! With the new Genera! Electric Floor 
Polisher, the heavy “duty chores come only twice @ year, 
yet floors look lovely all the tune. 

Why? Because you spend a« few easy minutes each 
week breezing through the house with your new General 
Electric Floor Polisher. It’s go Sasy to carry—go eagy to 
use. New modern design makes it easy to get into herd. 
to-shine corners and under furniture. Watch it whip over 
heavy traffic areas. Even stubborn scuff marics disappear 
like magic! 

Get the new Genera] Electric Floor Polisher. Give al! 
your floors thet “Just done” look — in minutes, 


General Electric $4995" Jt 





Floor Polisher i 
The CASLY-tO-use Twin-Brush Polisher complete f oe 
with scrubbing brushes and bufting pads | _ 


a 2 eee we" : oS 
Tanmfecturer's recommended retatt «x Fai Trade Prt es, Gererat / eT eos Ts 

Rlectr. Compan, Veen C lewse: Department Pousewares 

end Rate Raeiver Omecn, Bridgeport 2. Connects x1 


GENERAL @ Evectric Mandlew 20 easily a through the house . 


OR wood, tile and linoleum floors. 





is li din 
Get ready for big sales when this lively a 


a F E announces the new idea in floor care. 


twork 

a6 NNE” ABC-TV ne 

ials too, “CHEVE 

Commerc - 
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J&L Double-Drain 
Laundry Tubs 


Housewives appreciate exclu- 
sive features of these work 
savers. No lifting or carrying 
—they are emptied through 
drain outlets to which 30-inch 
hose sections are attached with 
hook, stopper and chain. Avail- 
able in two styles, double or 
single, they are mounted on 
sturdy stands with rollers. 














WARE...ne new quality line 


that selis on sight! 


J&L, a great name in galvanized ware, is easy to sell, lasts longer, priced 
right for faster turnover and higher profits. Stock the best ... sell the 
best ... the new J&L galvanized ware. 

Order J&L ware today from your hardware jobber. For detailed informa- 
tion or help in obtaining the Jones & Laughlin galvanized ware line, write 
direct to the Container Division, 405 Lexington Ave., New York 17, N. Y. 


di Jones & Laughlin 


STEEL ...a great name in steel 
Galvanized Ware Plants: Toledo, Ohio; and Atlanta, Georgia 
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NRHA Congress 





NRHA takes a look at 


the future 


Carl E. Graeff elected new president at annual 
Congress attended by 800 held in Texas 


Hardware dealers are thinking 
ubout their future status under 
Federal Wage-Hour laws. 

They also want to know more 
about profits they can build in 
instalment credit selling. 

These were two of the subjects 
explored in a look into the future 
at the 58th annual Congress of 
the National Retail Hardware As- 
sociation. 

The use of manufacturers’ 
sales aids, the future of small 
business and association pro- 
grams were among other topics 
discussed. Dealers were also re- 
minded that their customers want 
to be served by well trained 
salespeople. 

Held at the Statler Hilton Hotel 
in Dallas, July 7-11, this was the 
first NRHA Congress to meet in 
Texas. More than 8:00 _ deal- 
ers, their families and hardware 


wholesalers and manufacturers 
registered. 
Dealers were warned of the 


ever-increasing efforts of labor 
unions to make all phases of the 
retail industry subject to wage 
and hour laws. William R. Noble, 
NRHA Washington counsel, gave 
this warning. He urged dealers 
to protest efforts to make retail- 
ing subject to these laws by writ- 
ing letters to congressmen. 

A. L. Trotta, management and 
research director, National Retail 
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Dry Goods Association, New York 
City, outlined the value of instal- 
ment credit selling. He held that, 
“If you respect your own credit 


terms, your customers will, too. 

You can be firm yet courteous. 
“With advanced collection prob- 

lems, make your collection letters 


"Howdy Podner’’ was Texas hospitality theme of convention. Here 
Rex Paine, right, president of the Texas association, makes L. A. 
Luedtke, national president, an honorary | exas citizen at annual presi- 
dent's reception. 
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selling letters. Collect the money 
but keep the customer.” 

One of the greatest dangers to 
our economy is that we fear to be 
different, Arch R. Maulsby, assis- 
tant sales manager, United States 
Safety Service Co., Kansas City, 
declared. He urged that we lift 
trade barriers to make business 
better throughout the world. 

Mr. Maulsby showed a chart of 
our national debt with its growth 
from pre-World War I times to 
the present staggering heights. 
He urged that we think of busi- 
ness in terms of its benefit to the 
entire world, remembering that 
the Orient is our next big market. 
It is not how we like these people 
that counts, but how much they 
like us. 

Be susceptible to changes made 
from the obsolete and traditional 
way to the modern way, he sug- 
gested. 

Mr. Maulsby took the program 
place of Rep. Thomas B. Curtis of 
Missouri. 


Two new directors named 


Fulton Lewis, Jr., CBS com- 
mentator, told the convention that 
one of the greatest causes of in- 
flation is our high cost of govern- 
ment. 

Carl E. Graeff, Dayton, Ohio, 
was elected president to succeed 
L. A. Luedtke, Fairmont, Minn. 

Melvin Kraemer, Marysville, 
Kan., was named vice-president. 

Charles Ruggles, Guerneville, 
Calif., was elected a director. Mel- 
vin A. Johnson, Grimsby, Ont., 
Canada, was named a director to 
fill the unexpired term of George 
M. Silcox, Ridgeton, Ont., Canada, 
who resigned. 

Texas hardware dealers went 
all out to entertain the conven- 
tioneers. Rex Paine, Center, Tex., 
president of the Texas associa- 
tion, headed entertainment fes- 
tivities. 

National officers, directors, 
past presidents and their wives 
were guests at a dinner July 7. 

Howdy Pardner was the theme 
of the president’s reception, en- 
tertainment and dance July 8. 
State and regional presidents or 
secretaries were introduced at 
this party. Some delegations put 
on stunts to tell about their 


HARDWARE AGE, AUGUST 1, 1957 








Ladies of the convention at the July 9 luncheon. They later saw a style show. 


states. Ohio Hardware Associa- 
tion delegates paraded in favor of 
their candidate, Carl E. Graeff, 
who was elected president at the 
final session. 

The official family breakfast on 
July 9 was tendered state and 
regional association presidents 
and secretaries. At noon that day 
the men held an industry lunch- 
eon while the ladies dined in an- 
other room and then saw a style 
show sponsored by the Neiman- 
Marcus department store. 

A Texas Roundup was given 
that night at the Austin Dude 
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Ranch in Grapevine. Horsemen 
who met the busses as they ar- 
rived at the ranch were headed 
by Russell R. Mueller, managing 
director. After a _ buffet style 
ranch supper the conventioneers 
saw a rodeo. 

The ladies attended a _ conti- 
nental style breakfast July 10 
while the men attended a busi- 
ness session. At noon the wives 
of secretaries held their annual 
luncheon. 

The social program was con- 
cluded July 10 with a banquet, 
dinner and floor show. 


~ 
~~] 


the new NRHA president... 


Carl E. Graeff 


Carl E. Graeff of Dayton (Oakwood), Ohio, a 
hardwareman for 36 years, is the new president of 
the National Retail Hardware Association. 

NRHA elected him to that office at its 58th annual 
Congress in Dallas. 

A native of Dayton, he has been a lifelong resident 
of the Buckeye state. He operates his hardware 
store in Dayton. 

He started his hardware career in 1921 with his 
father, who retired from the business in 1946. He 
was a young man of 22 when he entered the hard- 
ware trade. 

Following high school, he studied accounting and 
banking in a business college. He began his business 
career in the bookkeeping department of a locai 
bank. The next four years he worked for a whole- 
sale electrical and construction material firm. 

Active in state and regional hardware association 
work for more than 20 years, he served the Dayton 
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Retail Hardware Association as president from 1936 
to 1939. The Ohio Hardware Association elected 
him a board member in 1939. He served the Ohio 
association as president in 1946. 

NRHA elected Mr. Graeff to its board at the 1950 
Congress in Seattle. He was advanced to the NRHA 
vice-presidency at its convention in Toronto in 1956. 

In 1951 and 1952 during the Korean crisis, he 
served on a 12-man advisory committee for the Office 
of Price Stabilization, under Michael V. De Salle. The 
committee worked with the Hard Goods Division 
of OPS to try to set up a pricing structure accept- 
able for the retail hardware trade. 

Mr. Graeff is a member of the Oakwood Masonic 
Lodge, Dayton Sertoma International and the Day- 
ton Chamber of Commerce. 

Mr. and Mrs. Carl E. Graeff were married in 1924 
at St. John’s Evangelical & Reformed Church in 
Dayton in which they continue their membership. 
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Visual front of the main store of Graeff Hardware. Not 
visible in this picture is the firm's private parking lot and 
its paint department store. 


Part of the long main aisle of the well-lighted store. 
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Their son, Robert, is a member of the third genera- i er 
tion of the family to be a partner in the retail hard- 
ware business established by his grandfather. 

Robert Graeff heads the firm’s fence and builders’ 
hardware departments. The firm carries the most 
complete stock of fence and fence posts in the Miami 
Valley. 

The firm built its present main store in 1940. 


Kote 
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The association president's entire family, 
three generations... 


Seated, left to right: Carl E. Graeff, Ricky, Mrs. Graeff 
and Tommy. Standing are Mr. and Mrs. Robert Graeff. 
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President's address 








by L. A. Luedtke 


Fairmont, Minn. 


“*.. . the industry is faced with fierce 
Our former president _ 
said that we would find a way to face ©... 
it. This year I say that we are on our 


competition. 


wes 


Since we are in this friendly state of Texas, I will 
dispense with the usual Mr. Chairman, honored guests, 
etc., and just say, “Howdy Partner.” 

You are aware that I am to keynote this 58th an- 
nual Congress of the National Retail Hardware Asso- 
ciation. 

This is the first time that the National Congress 
has invaded Texas. 

In® 1911, the convention went to Little Rock, then 
18 years later to Oklahoma City. 

In 1941, we went to New Orleans. 

We have been here three days and based on the 
hospitality alreag¥ shown us by these Texas folks, I 
predict that yOu will be sorry that you had to wait 
until 1957 to visit Texas with its cattle ranches, oil 
wells and background of glorious history. 

To properly live up to my responsibilities of office, 
I should give you some accounting of my year as 
president. 

In an organization such as NRHA, the period of 
any*president is just Ohe short year of progress. 

May I give you just a quick review of some of the 
highlights of my year which will help you see not 
where we stand today, but how we have been running 
the past twelve months. 

My first trip after coming into office was attending 
the annual Secretaries Conference at Indianapolis. 
Gathered in our headquarters building were the ex- 
ecutive officers of our state regional associations, the 
executive officers of the Canadian Association and the 
NRHA staff members headed by our outstandingly 
efficient secretary-manager, Russ Mueller. 

This group of sincere, hard working, highly in- 
formed men in a four-day session studied and dis- 
cussed at length their individual area problems as 
well as the problems confronting the total hardware 
industry. 

My next trip was to the Atlantic City convention of 
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hardware manufacturers and wholesalers. To be in- 
vited to attend these conventions was not only a per- 
sonal:privilege but a fine recognition of the retail 
hardware industry. 

The biggest and best thing that happened in my 
year of office was the birth of the Advanced Course 
in Hardware Retailing. 

The development of this Advanced Course in Hard- 
ware Retailing was a phenomenal undertaking. No 
industry had ever attempted what NRHA set out to do. 

However, with the cooperation of a group of manu- 
facturers giving time, counsel and money, and with 
the assistance of the Indiana University School of 
Business, the by mail employee training course became 
a reality. Sn, 

The response of the dealers and wholesalers in the 
enrollment for the course overran anything that any- 
one dared hope. 

The first edition intended to take care of at least a 
year, was sold out before it came off the press. A 
second printing was completed in the middle of June. 

Our home office in Indianapolis erected in 1951, 
which was ample in size then, has been remodeled and 
expanded to properly house our force of more than 60 
people. 

Constant alertness to legislation which may affect 
the progress of hardware retailing is important. I 
assure you that with Russ Mueller’s eagle eye and 
his follow-through along with his seeing eye, Bill 
Noble, in Washington, this situation is well in hand. 

I know that the hardware industry is being faced 
with fierce competition and the information you ab- 
sorb at this convention will put you in a position to 
win over this competition. 

Last year Pres. Harry Meyer keynoted the conven- 
tion with the theme of this sentence. 

“We shall find a way or we shall make one.” 

This year, partner, I say we are‘on the way. 
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How to make instalment sales 





é 


‘... your customers can buy your mer- 


chandise and use your credit facilities 
only if the terms are in keeping with 
ability to pay. Customers want more 


flexible plans... . 


Americans are not up to their 
ears in debt. Fifty-five percent of 
the families in this country do not 
owe any instalment debt. 

Financing accounts receivable is 
a major problem for the smaller 
store.. The problem is further com- 
plicated because most bankers have 
not adjusted their thinking to to- 
day’s credit concepts. They have 
not kept pace with the new methods 
of findncing used successfully by a 
few of their most progressive col- 
leagues. 

A store offered credit for the 
first time in September, 1954, after 
having operated a strictly cash 
business for 25 years. 

The firm wanted to increase sales 
by 7 percent. One year after in- 
stallation of credit the firm showed 
a 35 percent sales increase. 

Today, almost seven years after 
credit was first offered, the store 
has more than doubled its sales 
volume. 

The company hired an outside 
research organization to determine 
the impact of credit on over-all 
operations. 

Many customers said that before 
credit was offered they had not 
shopped that store. They said they 
began to buy from the store as 
soon as it offered credit and was 
competitive with other stores of- 
fering credit. 

That store now shows an aver- 
age credit sale of $13 compared 
with an average cash sale of $10. 

The total net cost for this sub- 
stantial increase runs about 1 per- 
cent of store sales. 

Analysis of sales for six years 
shows that annual purchases by 
revolving credit customers have 
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by A. L. Trotta 


Management and research 
director 

National Retail Dry Goods 
Assn. 

New York City 


been double those of 30-day charge 
account customers. 

Forty percent of Sears Roebuck 
sales are now on a credit basis. 

Montgomery Ward has a new 
five-year expansion program. Cur- 
rently 30 percent of its business is 
done on instalment credit. Revolv- 





A. L. Trotta 


ing credit. will now be offered in 
their stores as one major way to 
build sales. 

Credit is now being offered by 
F. W. Woolworth and J. J. New- 
berry. 

Your customers can buy your 
merchandise and use your credit 
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facilities only if the terms meet 
their ability to pay. 

Credit selling is one of retail- 
ing’s big weapons against discount 
selling. 

The typical instalment user to- 
day is head of a family. He is be- 
tween 18 and 45 years of age. His 
income is from $3000 to $7500 a 
year. In most cases his assets far 
exceed his outstanding debt. 

About two years ago I predicted 
that we were approaching the time 
when we would have but one stand- 
ard type of account. This would be 
revolving credit with the proviso 
of no service charge on purchases 
paid for within 30 days. 

About a year ago J. L. Hudson 
Co., Detroit, offered such a plan. 
They call it their charge account 
with optional terms. 

All Hudson accounts are now 
opened with the understanding 


that the customer has the option 
of paying the account in full within 
30 days. If a longer period is 
taken one percent per month is 
added to the unpaid balance. The 
minimum payment is one fourth 
the balance owing or $10, which- 
ever is greater. 

No mention is made of a delin- 
quent charge. The customer de- 
cides her method of payment. She 
can use the account in line with 
her changing needs. 

This is the account of the fu- 
ture. 

Collections are important in 
credit sales. The trick is to collect 
the money but keep the customer. 

More ill-will comes from improp- 
erly handling of collections than 
from any other phase of your busi- 
ness. 

It is not the severity of the dun, 
but the consistency of effort which 
gets results. 

Age your accounts receivable at 
least once a year. 

Set your collection policy and 


dunning schedules. Stick to them. 

Have a definite credit policy. 
Customers, not knowing what you 
expect of them, may pay as they 
please. If so, they are not at fault. 
You are. 

Don’t try to change things over- 
night. Educate your customers 
gradually to your newly estab- 
lished policy. If you respect your 
own terms, your customers will too. 
You can be firm yet courteous. 

In early stages of delinquency, 
use bill inserts or other impersonal 
dunning forms. Customers prefer 
it, and it costs less. With advanced 
collection problems, make your col- 
lection letters sales letters. 

Collect the money but keep the 
customer. 

From a merchant’s point of view 
I would much rather have my in- 
ventory sold to my customers with 
the possibility of a 5 percent loss 
than to have stock on my shelves 
with a possible 15 to 20 percent 
markdown. 


How to get more profits 





‘* . . loss of sales volume is the root of 


the problem; it would seem that mod- 


ern merchandising plus a careful selec- 


tion of items could be the answer... 


by Hoyt C. Pease 


Vice-president 
Stanley Works 
New Britain, Conn. 


Your industry is of major im- 
portance to the growing economy 
of this country. In 1956 retail 
hardware sales in the U. S. A. 
totaled $2.9 billion. 

The future of the hardware 
manufacturer, wholesaler, and re- 
tailer are closely related. It is 
important for all three links in 
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this distribution channel to re- 
main financially strong. 

Our industry must grow in pro- 
portion to the entire country. 

It is you who bridge that last 
three-foot gap between a _ pur- 
chase or a customer walk-out. 

You hardware retailers are in 
the front line of the biggest, most 
competitive, merchandising cam- 
paign this country has ever seen. 

Here are three important ques- 
tions you must answer: 

Is the hardware retailer getting 
his fair share of this growing 
market? 





Hoyt C. Pease 


What has happened during the 
past 10 years? 

What can be done in the com- 
ing years to help the hardware 
retailer get a larger share of this 
business at a profit? 

Hardware dealers are not get- 
ting their fair share of this grow- 
ing market. 

The Bureau of Census reports 
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that in the period 1948 to 1954 the 
total number of retail outlets in 
this country increased 3 percent. 
Total retail business in that pe- 
riod increased 32 percent. 

There was a 3 percent gain in 
the number of hardware stores in 
that same period. But their total 
business increased only 9 percent. 

This indicates one of two 
things: There was a large reduc- 
tion in the percentage of hard- 
ware products sold as compared 
to total retail business or other 
outlets are selling a larger share 
of your traditional items. 

I believe it is the latter. 


A better comparison 


The National Industrial Con- 
ference Board says that for 1955, 
the failure rate of the hardware 
store was the second lowest of all 
classifications. 

The average failure rate for all 
retail stores was 31 out of every 
10,000. Retail hardware _ stores 
had only 18 failures per 10,000. 

The failure rate is no barom- 
eter of the general health of the 
hardware store. 

A better comparison would be 
what has happened during the 
last 10 years to sales volume, 
earnings on sales, margin of 
profit, expense ratio, and inven- 
tory turnover. 

The United States Census Bu- 
reau reports that retail hardware 
store gross sales increased 28.2 
percent between 1947 and 1956. 

In the same 10-year period, our 
gross national product and gross 
national income gained 77.6 per- 
cent and 73.8 percent respective- 
ly. 

This shows that growth of the 
hardware dealers’ business has 
been about one-third of the rate 
for the growth of the entire coun- 
try. 

Price increases, however, dur- 
ing that period have been fairly 
substantial. Actual unit volume 
undoubtedly declined. 

One factor in this decline has 
been the reduction in sales of 
large electrical appliances 
through retail hardware stores. 
This has meant a reduction in 
gross volume. It also should in- 
crease the average percentage of 
margin for the dealer. This type 
merchandise has a lower mark-up 
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National board, state and regional secretaries meet at official breakfast. 


than many other hard- 
ware store lines. 

Here are some figures from a 
survey made by NRHA among its 
members. These figures cover the 
10 years between 1947 and 1956. 

Despite a _ slight margin in- 
crease, the earnings percentage 
of hardware stores decreased 
from 8.45 percent in 1947 to 1.90 
percent in 1956. 

Expenses increased greatly. 

Inventory turnover dropped 
from 3.35 to 2.10. 

This answers the second ques- 
tion: What has happened during 
the past 10 years? 

It clearly shows a trend in the 
wrong direction in earnings, ex- 
pense ratios and inventory turn- 
over, despite an increase in gross 
margin. 

These trends show the average 
of the group that reported figures 
to your association. 

Now we come to the third and 
most important question: What 
‘an be done in the coming years 
to assist the hardware retailer to 
obtain a larger share of this busi- 
ness at a profit? 

I believe that loss of sales vol- 
ume is the root of the problem. 

Studies show that impulse sales 
are probably more important to 
retail hardware dealers than to 
other retailers. Customers have 
no intention, when they enter a 
store, of buying 52 percent of the 
items hardware dealers sell them. 

A small retailer in upper New 
York state recently completely 
renovated his tool department. 

He says, “A man asked for a 
six-foot rule. We showed him the 


regular 


rule section. He picked one out, 
and then said, ‘I’ll just browse 
around a bit.’ 

“He came in to buy a $1.60 
rule. By the time he had fin- 
ished browsing, the total sale was 
$45.50. We do not say that we 
might not have sold him these ad- 
ditional tool items at some later 
date. But we know that we had 
the $43.50 in our cash register 
that night. That was our first 
proof of the pudding. It has been 
repeated many times since that 
first evening.” 

It would seem that modern mer- 
chandising, plus a careful selec- 
tion of items, could well be the 
answer. 


How you can find data 

Where is the proprietor of a 
small retail hardware store going 
to get this information? 

The chain store manager across 
the street can look to a central- 
ized merchandising and planning 
department to keep him informed 
as to the latest display methods. 
That central unit can advise that 
manager as to which items will 
make the 52 percent impulse 
sales. His headquarters will send 
plans as to how to buy and con- 
trol inventory for maximum turn- 
over. 

You may ask where a manufac- 
turer fits into the picture? 

How can he help the dealer de- 
velop planned merchandising pro- 
grams to make those 52 percent 
impulse sales? 

First, the manufacturer is in a 
strategic position because he has 
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basic information about the items 
he produces. 

He is in a position to suggest 
a list of items which should be 
basic for every hardware dealer. 

The manufacturer can tell 
those which should give the 
greatest turnover, those which 
have the greatest impulse value. 

He can tell which items should 
be displayed and how they should 
be displayed. 


Research brings answer 


Second, a manufacturer should 
use research methods which will 
determine the best packaging and 
labeling methods. 

William H. Hart, when he was 
Stanley Works president, per- 
formed some of the first of this 
kind of research work at the deal- 
er level. 

At that time strap and tee 
hinges were wired together and 
kept in barrels. Screws were kept 
in another part of the store. 

Mr. Hart would walk into a 
store with stop watch in hand. He 
would ask for one pair of six-inch 
heavy strap hinges, and at the 
same time punch the watch. He 
punched the watch the second 
time when he had the wrapped 
parcel in his hand. He concluded 
that clerks were spending too 
much selling time gathering and 
cleaning the product, and then 
finding proper size screws, etc. 

His research resulted in the 
first packaging of a pair of clean 
strap and tee hinges with screws 
in one box and properly labeled. 

Third, a manufacturer can fur- 
ther build impulse sales by using 
more skillful and attractive dis- 
play. 

The three best selling sizes of 
our 838 butt are not pretty nor 
inspiring, but they are basic 
items. We include these items in 
our carded hardware line. The 
display gives eye appeal and per- 
haps jogs the memory of a pro- 
spective customer. This once col- 
orless butt sells faster and has 
increased the dealer’s turnover. 

Fourth, a manufacturer has to 
help with dealer window trims. 

People are more apt to go into 
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a store with an eye-catcher item 
in the window. Independent hard- 
ware dealers can’t afford highly 
trained people to do this job, so 
that many customers probably 
pass the door. During heavy sell- 
ing seasons manufacturers could 
supply more eye-catcher center 
pieces around which a dealer can 
build attractive window displays. 

Fifth, a manufacturer should 
give help in store engineering. 

Your — provide this 
service. ; 

We believe that the basic stock 
list is the most important help 
that can be supplied to a hard- 
ware dealer. That list is the key 
to a good turnover, increased 
sales and profit. said 

Our company made  survéys 
through its Stanley Tools Divi- 
sion when we _ developed of 
Profitool program. We found ‘that 
the typical hardware dealer was 
out of stock on 36 percent of the 
most wanted items. Of the most 
wanted items he stocked, 27 per- 
cent were not displayed. The typi- 
cal store was found to carry ap- 
proximately 107 shelf warmers 
which tied up working capital. 
Many dealers had no system for 
monthly reordering based on max- 
imum and minimum quantities. 


Realistic tests made 


An average of 2 percent of all 
retail hardware dealers have com- 
plete self service, while 12 per- 
cent have checkout counters. Re- 
tail food stores now sell 90 per- 
cent of their food on a self service 
basis. 

Before we released Profitool to 
the trade we gave it realistic tests 
in three different types of hard- 
ware dealer outlets. 

We made our first tests in a 
small town near York, Pa. 

The only hardware store in 
town, this unit competed with 
numerous stores in the area, par- 
ticularly with larger chain and 
syndicate stores in York. 

We took an inventory of the 
store’s hand tools, studied the 
trading area and customer needs. 
The store’s inventory was com- 
pared to our basic stock list and 
merchandising guide. 

We recommended that this store 
stock 490 basic tool items. This 
is a lower number of items than 









we might suggest for other areas 
where there might be a greater 
number of skilled carpenters. 

This store stocked 315, or 64 
percent of the recommended 
items. But 84 or 27 percent of 
these items were not displayed. 

There were 175, or 36 percent 
of the basic items which were not 
stocked. There were 170 non- 
basic shelf-warmers. 

Seventy-one items were incor- 
rectly priced. 


How tests were set up 


We installed a modern display 
fixture to show and price 490 ba- 
sic tools. Similar types were 
shown together. Maximum and 
minimum stocks were estimated. 

Two other test programs were 
set up—one in a store just out- 
side New York City, the other in 
a northern Pennsylvania subur- 
ban area hardware and lumber 
store. 

Their sales jumped 120 and 177 
percent, respectively, in less than 
a year. 

Their turnover increased from 
1.4 to 3 times, and from 1.6 to 4.3 
times. 

One tool department increased 
its profits nearly 200 percent. 

Here are some of the results of 
a questionnaire sent to hardware 
dealers who have installed new 
tool departments with Profitool 
as their guide: 

Fifty-seven percent built their 
own fixtures. Sixteen percent con- 
verted an old fixture. 

Twenty-seven percent bought a 
new fixture. 

Eighty-three percent of the in- 
stalled fixtures were 16 feet or 
more in length. Seventeen percent 
were less than 16 ft long. 

Fifty-six percent were located 
on the right wall as faced from 
the street. 

Forty-four percent were on the 
left wall as faced from the street. 

Time taken to make installation 
averaged four days, with fixtures 
costing from $25 to $450. 

The average fixture cost about 
$200. 

Forty-two percent of the deal- 
ers did not have 10 percent of the 
basic stock items before they in- 
stalled the plan. 

Thirty-seven percent did not 
have between 25 and 33 1/3 per- 
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cent of the basic items. 

Twenty-one percent did not 
have 50 percent or more of the 
items. 

More than three-quarters of 
those replying were displaying 
less than 25 percent of the basic 
items. 

Eleven percent of the dealers 
reported reductions in their in- 
ventory after installing the plan. 

Eighty-nine percent reported 
that they had increased their in- 
ventories. 

Ninety -eight percent reported 
early increases in sales after in- 
stalling this plan. Two percent 
reported no apparent increases. 
Reported increases ranged from 
10 to 200 percent. 

Dealer-customer relations were 
improved. 

The programs for each dealer 
using this. plan had to be care- 
fully planned ahead, detail by de- 
tail. Some took from three to six 
months. to accomplish. Others 
were completed in a week or two. 

The important thing is that 
many dealers did some long range 
planning as well. Some are now 


scheduling further renovation in 
other departments in their stores. 

Never underestimate the im- 
portance of long-range planning. 

Our company requires each di- 
vision to blueprint its projected 
activity year-by-year for the next 
five years. 

These blueprints cover sales, 
new products, capital equipment 
expenditures, etc. 

These blueprints make people 
in our organization progressive. 
They broaden the thinking and 
give us the chance to more thor- 
oughly review plans before they 
are put into effect. 

Long range planning is just as 
important to the dealer. 

Bill Hill, William E. Hill & Co., 
management consultant in a spe- 
cial report for the American Man- 
agement Association, says, “In re- 
tailing, major replanning of oper- 
ations has been caused by such 
new trends in the field as shifts 
to the suburbs, night hours, self 
service, and shift of certain pro- 
motional functions to the manu- 
facturer. 

“The 


most successful 


enter- 


prises of today are those which 
capitalize on long-term changes 
and plan for them, rather than 
belatedly discover that the 
changes have passed by their out- 
moded organizations, products, or 
methods.” 


In the end, it is the consumer 
himself who decides where to 
shop. . 


He is the one who will insist 
upon efficiency. He will insist on 
the choice of what he wants to 
buy. And he will have some influ- 
ence on how much he will pay. 

If the consumer wants self ser- 
vice and is willing to stand ata 
check-out counter, pay cash and 
carry the groceries home, he will 
get it. 

Find out what the consumer 
will Want during the next few 
years. Set up a long or short 
range plan to make it available. 
Those who do this will get and 
hold their fair share of business 
in their area. 

We will do our best to run 
good interference. You hardware 
dealers are the ones who can and 
must score the touchdown. 





Wage-hour exemptions 





**.. . Congress may vote next year on 
dealers retaining their exemptions. 
Let your senators and representatives 
know your views; write to them or 


talk to them this summer... 


by William R. Noble 


Washington counsel 


NRHA 


The law requires employers to 
pay a minimum of $1 per hour for 
the first 40 hours of work each 
week, plus time and one-half the 
regular rate for all hours worked 
over 40 each week. Hundreds of 
administrative rulings, decisions, 
and regulations have been issued 
by the Wage and Hour Division of 
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the Department of Labor since the 
law was passed in 1938. 

Hardware retailers are not sub- 
ject to the Federal Wage-Hour 
Law at present. 

In 1938 a general retail exemp- 
tion was written into the law by 
Congress. 

At present retail stores. are 
completely exempt if they meet 
these tests: 

First. Over 50 percent of the 
annual sales volume of the store 
must be made within the state in 





William R. Noble 


which the store is located. 

Second. At least 75 percent of 
sales must be made to users. Not 
more than 25 percent of sales can 
be made for resale. 

Practically every hardware store 
in the country meets these tests 
and is exempted from the act. 

Since 1949 labor unions have 
urged each Congress to kill this 
retail exemption. In the past year 


45 








NRHA Congress 





they began a serious drive to ac- 
complish this. 

Proposals now before Congress 
would eliminate or weaken that 
exemption so that hardware deal- 
ers and all other retailers would 
have to comply with the Wage- 
Hour Law. 

No action was taken on these 
bills. They carry over to the next 
session of Congress. Both House 
and Senate labor committees are 
expected to report out bills in the 
next session of Congress which 
would make the Wage-Hour Law 
apply to retailers. 

The decision on these bills will 
be made by votes of your senators 
and representatives. 

In 1958 the decision will un- 
doubtedly be made as to whether 
you retain your present exemption 
or whether you will be subject to 
Wage-Hour law requirements. 

Ask yourself these questions: 

Can I operate my store with 40- 
hour week employees? 

Can I pay time and one-half for 


all hours worked over 
week? 

Can I pay all employees the 
minimum $1 an hour wage, plus 
time and one-half for all hours 
over 40? 

Can I become familiar with sev- 
eral hundred regulations to be 
sure I comply? (There are 90 top- 
ics with which an employer must 
familiarize himself.) 

Can I revise payroll records and 
keep them current to comply with 
regulations? 

Can I raise the pay of all em- 
ployees each time the unions in- 
duce Congress to raise the mini- 
mum wage under the Federal 
law? 

(The minimum wage has risen 
from 25¢ to 40¢, to 75¢ and then 
to $1 per hour. Present proposals 
call for increases to $1.25 and 
$1.50 per hour.) 

Would I welcome periodic calls 
by Federal Wage-Hour inspectors 
to check my records and interview 
my employees while looking for 
violations of the law? 

Here are four types of lawsuits 
that could be brought against you 
if accused of violations: 


40 per 





(1.) The Wage-Hour Adminis- 
trator can ask the court for an in- 
junction to restrain you from fur- 
ther violation of this law. 


(2.) Your employees can sue for 
double the amount of any unpaid 
minimum wages and overtime pay, 
plus attorney fees and court costs. 


(3.) The Wage-Hour Adminis- 
trator can bring suit on behalf 
of your employees for unpaid 
wages or overtime which are 
claimed to be due. 


(4.) If the Wage-Hour Division 
decides violations were wilful, 
you are subject to criminal prose- 
cution by the Department of Jus- 
tice. You can be fined up to 
$10,000. A jail sentence can be 
imposed for any second offense. 

It appears as if the question of 
retaining that exemption will 
come up for vote in both the Sen- 
ate and the House next year. 

Write your senators and repre- 
sentatives. Do this while they are 
home this summer. Talk to them 
personally, if you get the chance. 

If you want this exemption re- 
tained, tell members of Congress. 


Today's market 





“‘..if a retail hardware store fails, it is 
because it was derelict in its duty, not 
because it was independent. Indepen- 


dence within itself is still an asset. . .’ 


by Dwayne Laws 


Director 
Industry activities 
NRHA 
Despite high-speed shipment 


and communications, contact be- 
tween manufacturer and retailer 
is more difficult than ever before. 

This is due to a change in ap- 
proach. 

Manufacturers and suppliers no 
longer think in terms of individ- 
ual outlets. 


46 


? 


They think of large retail 
groups, easily accessible through 
central and regional offices. 

To survive, a retailing group 
must in some way maintain group 
identity. 

Without unity of purpose, hard- 
ware retailing can easily be lost 
in today’s mass market approach. 

Without identity, who can de- 
fine hardware retailing? 

The retailer who does not rec- 
ognize the changed approach in 
today’s distribution pattern is say- 
ing to his suppliers “Get out your 





Dwayne Laws 


buggy, boy, and come to see me 
personally. I’m still doing busi- 
ness on a come-find-me basis.” 
I’m afraid the buggy is parked 
for good. 
The association has no program 
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for the defense of the dealer who 
fails in his obligation to serve. 
Our program is to transform him 
into a service outlet. 

If a dealer fails to serve, the 
sheer force of economics will soon 
remove him from the picture. 

Customers will not mourn his 
demise, nor will the industry suf- 


fer by his passing. 

The removal of a superfiuous 
cog does not alter the perform- 
ance of a machine. 

Some predict the passing of re- 
tail hardware stores simply be- 
cause they are independent. 

Neither the consuming public 
nor suppliers are interested in 


who owns a retail outlet. Their 
sole interest is in its ability to 
serve the buying public and main- 
tain an identity. 

If a retail hardware store fails, 
it is because it was derelict in its 
duty, not because it was indepen- 
dent. Independence within itself 
is still an asset. 


More profits through better selling 





éé 


... your customers demand educated 


salesmen. Help your sales personnel 
to see that through better selling they 
will achieve the things they want out 


of life...” 


by James C. Taylor 


Dean 
University of Houston 


There is no department, no of- 
fice, no person employed in your 
store whose job doesn’t effect sales, 
profit and good will. 

The telephone operator who an- 
swers “good morning” is your 
store. She’s all the tradition, per- 
sonality, friendliness and integrity 
your store has meant since its in- 
ception. 

To correctly bill the customer 
sells your store. 

To wrap and deliver merchandise 
when promised sells your store. 

To keep the store warm and 
clean so that it’s comfortable to 
shop sells your store. 

To adjust the customer’s com- 
plaints, solve her budgeting prob- 
lems, see that merchandise is 
properly marked, attractively ad- 
vertised and displayed—all are 
functions of selling. 

Every job in your store is a sell- 
ing job—whether it is cashing a 
customer’s check, answering her 
questions, giving her two nickels 
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for a dime, or selling her a $1000 
order. 

Do you really want better sell- 
ing? 

Are your sales people doing some 
of the bookkeeping that rightfully 
is an office function? 

Are you manned so as to give 
adequate service? Customers won't 
listen any more when we blame 
inadequate numbers on the man- 
power shortage. 

Are you prepared to wrap, de- 
liver promptly, to make change ac- 
curately and quickly? 

Above all, how good a salesman 
are you, the management, and how 
effective a _ selling job do your 
supervisors perform? 





James C. Taylor 


Remember always, people will 
follow your example before they 
will be impressed by your logic. 

You can hold a thousand meet- 
ings on courtesy, interest, friendli- 
ness, but expose your staff to just 





Why customers stay away from your store 
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one rude, discourteous, impatient 
executive and your eloquence in be- 
half of better selling is wasted. 

Let us assume you have set your 
better selling standard and that 
your house is in order, ready to 
acquire or relearn the techniques 
of realizing your standard. 

Here’s where the road becomes 
most difficult, at times seemingly 
impassable. 

You can demand better selling; 
you can threaten “We will have 
better selling or else—”; but un- 
til every member of your staff 
wants to go back to better selling 
and belives that better selling is 
important to him personally—to 
his success, to his take-home pay, 
and to his personal happiness— 
you are talking to a void. 

The biggest job you have to do, 


as I see it, is to motivate your staff 
to better selling. 

Better selling must come from 
within the individual. 

Theory you say? 

Perhaps, to those who believe 
that teaching can be accomplished 
as easily as filling a bucket. 

Those who know that the only 
effective teaching is to light a 
lamp, will agree that we will not 
have better selling until we first 
do a better selling job of motivat- 
ing our people to want to do better 
selling. 

“How?” you ask. 

I wish I knew the whole answer. 

I doubt if there is a pat solu- 
tion, a magic formula that is guar- 
anteed to make your people want 
to do a better selling job. 

I do know though that in vary- 
ing degrees all of us want certain 
things in this life—self respect, 
recognition, appreciation, security, 
larger income, the excitement of 
competitive games, social esteem, 





as well as approval of our group. 

Motivate through these wants. 

Help the person to see that 
through better selling he will 
achieve the wants that to him are 
the strongest. 

Customers demand educated 
salesmen. 

Of course, you can make a lot 
of sales without too much concern 
as to whether or not your salesmen 
are properly educated but you will 
at the same time be making few 
customers. 

One of the main reasons so many 
regular customers want you the 
manager to wait on them is be- 
cause you know so much more 
about your merchandise and what 
the customer should buy to take 
care of his needs. 

If you will see to it that your 
salespeople are properly educated, 
it will result in your having a lot 
more time to devote to the man- 
agement function of your store. 


Growth of small businesses 





‘*, .. if the preservation of smallness in 
business is our objective, we could for- 
bid any firm to grow beyond a certain 
size. That would penalize successful 


service to customers... 


by Frederick H. Mueller 


Asst. Secretary of Commerce 
Washington, D. C. 


During this century there has 
been an amazing correlation be- 
tween the growth in the number 
of business firms and our popula- 
tion gains. 

Since 1900 the number of firms 
per thousand population has in- 
creased from about 21 to about 
26 as of the middle of 1956. 

Our latest business population 
figure is 4.3 million firms as of 
June 30, 1956. 

Dun & Bradstreet business fail- 
ure figures per 10,000 firms have 
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been going up since 1952 when the 
rate was 29 per 10,000. 

In 1953 it was 33. 

It went to 42 in 1954 and stayed 
there in 1955. 

It rose to 48 in 1956. 

Here the long view is useful. 
From 1900-1955, the average fail- 
ure rate was 73. 

For the three years 1939-41, the 
rate was 63. 

As men and materials were di- 
verted to the war effort, the fail- 
ure rate dropped to a low of four 
per 10,000 in 1945. It hit an aver- 
age of 32 during the Korean War 
period, 1950-1953. 

You can understand why 1944- 





Frederick H. Mueller 


46 represented the lowest failure 
rate period of the Twentieth Cen- 
tury. Anybody who could find 
goods could sell them. 

You know why the failure rates 
increased when merchandise be- 
came plentiful. Competition began 
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to separate the men from the boys 
since 1954. 

During 1955 there was a rise in 
new firms started. There was a 
decline in discontinuances over 
the 1953 number. The net increase 
of over 60,000 firms was larger 
than in any other year since 1948. 

If the preservation of smallness 
in business is our objective we 
could simply limit the annual 
sales, or number of employees, to 
a certain maximum. Then we 
could forbid any firm to 
above that size. 

This would affect mass-produc- 
tion and mass-marketing. It would 
penalize successful service to the 
consumer. 


grow 


The nature, variety, and extent 
of the American market accounts 
for the steady growth in the num- 
ber of business firms per thousand 
population since the turn of the 
century. The growth of that mar- 
ket has brought the need for new 
products and services. 


Businessmen can go into the 
wrong fields. They can overesti- 
mate the extent of the market, and 
underestimate capital needs. 


We could limit the number of 
manufacturers in an industry. 


We could limit the number of 
stores per city block by govern- 
ment license. 


We could subsidize all firms 
showing signs of failing. This 
would arbitrarily stop new firms 
from entering the market. It 
would also stop inefficient ones 
from leaving the market. 


A prosperous economy is the 
best breeding ground for new 
business, for small business. 

The tax structure can kill new 
business or remove incentives for 
starting one. 


Sometime in 1953 employment 
in the production of services ex- 
ceeded that in production of 
goods. That trend will probably 
continue as productivity per fac- 
tory worker grows. 


The best help government can 
give is to ease the burdens of 
business to preserve the market. 
Government can give practical 
help through gathering and dis- 
seminating accurate data. It can 
also preserve the value of the peo- 
ple’s money with balanced budgets 
and by fighting inflation. 


HARDWARE AGE, AUGUST 1, 1957 


Awards presented at final session of convention 





The winners, left to right: Mrs. Berniece Alexander, retailer; Jim Schmulbach, 
wholesaler salesman; V. E. Garehime, wholesaler. 


Mrs. Berniece Alexander, Hart- 
ford Hardware, Hartford City, 
Ind., who won the Hardware Week 
Retailer-of-the-Year title and a 
station wagon, told of her cam- 
paign. 

Jim Schmulbach, Harper-MclIn- 
tire Co., Cedar Rapids, lowa, 
wholesale hardware salesman, told 
of the things he did to win the 
title. Wholesaler-Salesman-of-the- 
Year. He had dealers send Hard- 
ware Week specials lists on post 
ecards to their customers. Some 


stores held contests to see which 
salesman could sell the most spe- 
cials. 

V. E. Garehime, president, Gare- 
hime Corp., San Francisco, whose 
firm was named wholesaler-of-the- 
year, received a plaque. This firm 
made top showing for the third 
consecutive year. 


H. J. Beckman, Bostwick-Braun 
Co., Toledo, hardware wholesalers 
won the jackpot prize, an all-ex- 
pense trip to Las Vegas. 


Hardwaremen and ladies at outdoor dinner and rodeo, one of convention 


highlights. 
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Wholesaler simplifies 
dealer statements 


Here is American Hardware Supply Co.’s concise new statement form which 


shows dealers their future dating for six months or more 


By Ben W. Hill, treasurer 
American Hardware Supply Co. 
Pittsburgh, Pa. 


Many wholesalers are hard at work improving 
their statements to dealers. 

Modern billing equipment, coupled with a de- 
sire to help dealers have a better understanding 
of their obligations, has brought this about. 

It’s important. For wholesalers’ statements of 
accounts receivables to dealers are sometimes dif- 
ficult for dealers to fully understand. Many deal- 
ers are uncertain about exactly how much they 
owe to suppliers in current billings and future 
datings. 

There are many different systems of account- 
ing and printing monthly statements. Almost 
every wholesaler has its own method. Often the 
deductions, additions, and other changes from 
month to month on wholesalers’ statements keep 
dealers in a state of confusion. 

American Hardware Supply Co., dealer-owned 
wholesaler at Pittsburgh, has designed an un- 
usually clear statement of its accounts receivables 
for dealers. 

This statement not only shows current billing, 
past-due invoices, invoice numbers and dates, dis- 
counts, and credit memos, it contains a concise 
picture of future datings. Dating terms, gross 
amounts and net discounts for early payment, 
are part of regular billing, on a single side of a 
single statement sheet. 

In brief, a single statement form gives each 
deaier a complete, easy-to-understand picture of 
his immediate and future obligations. 

While many firms age their accounts receivable 
50-60-90-days past due, American ages to the 
future. 

Accounts receivable presents a detailed clerical 
problem in a wholesaler’s operation. Conversely, 
accounts payable is an intensified problem from a 
dealer’s point of view. 

The usual type of accounts receivable system is 
a balance-forward system. In this system, a run- 
ning balance is kept. New invoices are added to 


the old balance. Payments are subtracted from 
the balance. This method creates problems in 
balancing that require time to work out. 

Above this are: normal discounting terms of 
2 percent/10th prox. (the tenth of the month fol- 
lowing invoicing), 1 percent net items, and a 
liberal future dating plan which has anticipation 
discounts figured after the deduction of cash dis- 
counts. 

With all these elements, figuring a net remit- 
tance for dealers can be very complex. 

American’s problem was to simplify the entire 
system, yet make it all inclusive. This was done 
by pre-calculating all discounts, and thereby de- 
veloping a combined accounts receivable state- 
ment and remittance advice report for each ac- 
count. 

The system established was of the open type. 
Each statement is complete in itself. Each lists 
all unpaid invoices and unused credit memos. In- 
voices are listed by due dates. 

Past due invoices, if any, fall in one column, 
and are payable net. Current invoices are listed 
in the current column. They are totaled, calcu- 
lated for cash discount, and subtracted. The net 
amount is shown to keep the account on a current 
basis. 

Future datings are listed by due date. They are 
projected into columns due in 30-60-90 to 180 
days in the future. 

The columns are totaled; cash discounts are 
subtracted; and anticipation discounts are calcu- 
lated and subtracted. The total net amount is 
shown by due date. 

The greatest advantage of this system is its 
complete simplicity. The dealer immediately 
knows his monthly payment. He also sees, in dol- 
lars and cents, the additional savings he gets by 
pre-discounting future dated items. 

Internal accounting controls help keep receiv- 
ables more current for the wholesaler, and ac- 
counts payable simple and clear for the retailer. 

The entire process is handled on I.B.M. tabulat- 
ing equipment. Most of the work involved is per- 
formed at high speed. Clerical routine is kept to 
a minimum. ®End 


Here is American Hardware Supply Co.'s "aging to the future’’ dealer statement. 


It shows all of the dealer's obligations, past and future, in clearest form. 
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* Calculated after deduction of Cash Discount 


(PAY PAST DUE BEFORE CURRENT INVOICE) 





ORIGINAL 
O AMERICAN HARDWARE SUPPLY COMPANY c 
O 41 TERMINAL WAY, PITTSBURGH 19, PENNA. SAMPLE O 
STATEMENT err’ 
HOMETOWN HARDWARE . O 
O ANYWHERE PLEASE CHECK OFF INVOICES BEING PAID AND 
Yee RETURN REMITTANCE COPY WITH YOUR CHECK YOUR CHECK NO. meee 
© FUTURE DATINGS DUE 10th OF MONTH INDICATED O 
re ea REFERENCE eee: can sae feng win tan, Game. V 1 MONTH 2 MONTHS 3 MONTHS 4 MONTHS | 5 MONTHS 6 MONTHS Ry rye 
O 1/11] INV 510 212 1214 4 ! ee Pl Ee | | © 
2114:36..u 3232 N 418 2CR 
11081TINV 9968F 3/2] 31133 1566161 THIS IS YOUR OPEN ITEM ACCOUNTS RECEIVABLE STATEMENT-~ 
oO 1125/1INV 599 4F 31/2 1!3 8 : 69117 YOU NEVER HAVE TO CHECK BACK OVER PAST STATEMENTS TO MAKE © 
2 O1 iN V 4179 3 2 29 ' 14!6 1 UP YOUR REMITTANCE. ALL DISCOUNTS ARE CALCULATED FOR YOU. 
2101] INV 6349 3]}/21 14115 707140 . | | ' od 
O 2I1011INV 6349 314 249161 ! © 
2101] INV 4275 312 910 4 451/90 
2101] INV 1346 3/2 3 1/38 
© 2104/INV 6349W 3 1N 229150 : © 
2105] INV 4524 312) 13)69 68 4!7 3 
2105]/1NV 6492 3/2 5!7 2 285/78 
O 2elis8|/INV 1662F 4}2| 14/59 729153 O 
21191INV 14786F 4/2] 11!75 587141 
1;17/ INV 1482F sl2i 26138 1319110 
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2|)26) INV B6E75F eas 2!19 0 144192 
O 2) 26]INV 345° 12/2 810 3 | | 40157 O 
2|2e]INnv 345F 1} 2 218 4 : : : | | 14 2:1 3 
; ! i i 
O | INVOICES DUE IN THE FUTURE BY MONTHS DUE. THIS WILL HELP O 
ALL INVOICES OR C/M SHOWN ON THIS STATEMENT ARE YOU PLAN YOUR REMITTANCES. 
O OPEN, WHEN YOU PAY THE INVOICE OR USE THE C/M O 
THEY WILL NO LONGER BE SHOWN : | : | 
TO REMAIN CURRENT AND EARN ! 7 | : 
O YOUR CASH DISCOUNT, PAY NET : : : : oO 
AMOUNT IN THIS CURRENT ! : | 
COLUMN ON THE 10th OF THE : ! | ware 
© MONTH ees : ! YOU EARN THESE EXTRA DOLLARS IF YOU PAY O 
| | NOW ON YOUR FUTURES 
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How to sell 
pet supplies 


Here is a department that takes little space 


and inventory, but produces a lot of profit 


Pet supplies are profitable. 

Hardware dealers find this de- 
partment well worth the space and 
investment it takes. There is a 
large market among pet owners. 
Almost everybody has a pet—espe- 
cially in the suburbs. 

The advantages of carrying pet 
supplies are many. Here are a few: 

*The average mark-up is 100 
percent. 

* Little capital outlay is required 
to start. A complete department 
can be started for $150. 

* Stock turns four to six times 
a year. 

* Displays are simple, require 
little space and can be set in any 
part of the store. 

* Customers are not price-con- 
scious. 

Dealers who want to start a pet 
supplies department have a natural 
promotional tie-in next month. Na- 
tional Dog Week will be observed 
from Sept. 22 through 28. Dogs 
are the number one pet and dog 
supplies are the foundation for any 
pet supplies department. 

Here’s what it takes to get 
started. 


First, set aside space in your 
store for pet supplies. 

A HARDWARE AGE survey shows 
that dealers carry pet supplies in 
a variety of places. Some use a 
pillar, others a wall, some an is- 
land. The average space is 18 x 
40 in. 
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Second, decide how much you 
want to invest. 

The average assortment carried 
by dealers is $350 at dealer cost. 
You can start for as low as $150 
and have a fairly complete assort- 
ment. 


Third, consult your wholesaler 
in selecting your assortment. 

You should have a variety of 
collars, harnesses, and leads in all 
sizes and prices. 

Although most customers will 
not look for price when buying, 
they prefer to buy cheaper items 
for a growing pup. They will buy 
quality merchandise when the dog 
reaches maturity. 

You should also stock some 
powders and sprays for the care 
and treatment of dogs. 

Scatter dog toys, such as rubber 
bones and mice, near your display 
for impulse sales. 

Other items to carry are spiral 
stakes, feeding dishes and brush 
sets. 

As your department expands, 
add baskets, blankets and pillows 
for dogs. Try stocking dog foods 
and other pet foods. These are 
good for repeat traffic. 


Fourth, promote your depart- 
ment—as least in the beginning. 
Let your customers know that 
you now have pet supplies. You 
can’t expect them to buy these 





items if they don’t know you 
carry them. 

Once your department is set up, 
here’s what you can expect: 

Your margin of profit should be 
50 percent. 

Little selling is required for pet 
supplies. Most items are standard 
and customers come to your store 
knowing what they want to buy. 
It is more a question of having the 
item in stock, rather than selling 
a customer on buying a specific 
item. 

Your turnover rate should be 
four to six times a year. That is 
the average reported in the HARD- 
WARE AGE survey. © End 
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NEW! 








Golden “Logmaster’’. 5 hp. class, 1 cylinder, air- 
cooled, 2 cycle. Bar sizes 18”, 24”, 30”. 27 ibs. 























Silver “Logmaster"’. 3 hp. class, 1 cylinder, air- 
cooled, 2 cycle. Bar sizes 18”, 24”, 30”. 26 Ibs. 


Specifications subject to change without notice. 


REMINGTON — manufacturer of sporting firearms 
and ammunition — famous for quality for 141 years. 


Remington 


MALL TOOL COMPANY, Division of Remington Arms Company, Inc. 
25000 S. Western Ave., Park Forest, iilinois 
in Canada: Mall Tool Lid., 36 Queen Elizabeth Bivd., Torento, Ont. 
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now, in chain saws, too, 


1s Remington Lee 








Here's chain saw power you can demonstrate! 


The greatest chain saw development in years! And a sensational selling 
aid, too, because the revolutionary Roller-Bearing Nose lets you actually 
demonstrate the superior cutting power of the new Remington chain saws 
by Mall. 

The nose revolves on precision-ground high-grade steel roller bearings 
(shown above in cutaway picture). By reducing friction between bar and 
chain, the Roller-Bearing Nose gives faster cutting with any type chain, 
boosting cutting horsepower up to 20 per cent! More timber can be felled, 
bucked and limbed in less time than ever before. And the reduced wear 
increases the life of chain and bar, an important money-saving factor! 

This amazing development helps the brand-new Remington Golden 
‘“‘Logmaster”’ and Silver “‘Logmaster”’ to set new high standards of perform- 
ance for direct drive models. 


For quantities of our 24-page FREE chain saw catalog, call your whole- 

saler or just send the convenient coupon. Do it today! 
Fast, efficient chain saw service is available for your customers at a 
network of service stations with factory-trained personnel. 


Write for our Chain Saw Service Directory or see your 
wholesaler. 


MALL TOOL COMPANY 
Division of Remington Arms Company, Inc., Dept. H25A 
25000 S. Western Ave., Park Forest, illinois 


I would like quantities of your FREE 24-page Chain Saw 
Catalog for my customers. 


NAME 





COMPANY 





ADDRESS 





cITY ZONE... STATE 
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NX Y Powertul FALL Advertising 


es a CLEAN SWE 


Parker Lawn Sweepers are nationally adver- 
tised coast-to-coast . . . . on radio, on 
television, in magazines, and,newspapers. 
AYiMRtltilommirtiite vlves you. ‘ails quality, 
prestige or ease ot alline Let Parker 
“sweep-up leaves and lawn debris 

for your neighbors while you 
“sweep-in” Parker profits. Con- 

fact your jobber or write 


direct 


ss my \iwlettes LIFE 4 


Py, and Garden 


iw 


Atlanta 





The only 
complete line: 


© Parkerette 20” =i 
and 28° j the PARKER SWEEPER COMPANY 


© Homemaster 
© Electro-sweep 2 SPRINGFIELD, OHIO 
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How hardware store that combines tool rental with 
instore do-it-yourself features sales of power tools. 





Do-it-yourself gets new twist 


It was bound to happen. Some- 
one would come along and combine 
do-it-yourself with tool rentals, 
and come up with a different idea 
for getting into the retail hard- 
ware business. 

Such a combination of do-it- 
yourself and rentals on a full-time 
basis was set up early this year 
in Appleton, Wis. Customers pay 
an hourly charge to come to the 


store to use the tools and work on 
their projects. 

Hardware is part of the com- 
bination. Merchandise is stocked 
so customers can buy fasteners, 
finishes, pulls, hinges and other 
items needed for their projects. 
Customers completely smitten by 
the do-it-yourself urge can buy 
hand and power tools, new and 
used, to carry on projects at home. 


A couple of do-it-yourself customers working on rental tools in a hard- 
ware store get some suggestions from the owner, Ted Hegard, in the 
center. 
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The idea actually goes back some 
two years. Ted Hegard, then em- 
ployed in a company office and with 
an urge to get into business for 
himself, worked on the idea. 

Mr. Hegard’s idea was this: 
there are lots of persons around 
who want to make things but they 
do not have tools and they want 
advice and suggestions. 

What amounted to a home work 
shop for the public was set up by 
Mr. Hegard open evenings and 
over the week end. 

The idea worked so well that 
early this year Mr. Hegard put his 
store on a full-time basis. He 
selected a store location near Apple- 
ton’s central business district, but 
out of the higher rent area. There 
is plenty of street parking space 
for customers. 

Customers can come in any time 
with a vague idea on what they 
want to make. They can walk out, 
days later, with a completed job. 
Meanwhile, they use Mr. Hegard’s 
jointer, saw, drill press, shapers, 
sander and other tools. The charge 
is 60¢ per hour. They can buy 
hardware in the store, or bring it 
in themselves. If they want advice 
or help, Mr. Hegard helps them. 

Mr. Hegard merchandises his 
store and the combination “use our 
tools and do-it-yourself” idea. 

Classified advertisements have 
proven more effective than display 
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Once in a while 
a better product is. 
made, and made so 
well, that it becomes 
the standard by which 
all similar products 
are judged. 





Guy wire for television antennas, clothesline, tie and bind- 
ing wire, signal wire, emergency repairs, temporary en- 
closures, electrical fences. Wright strand gives you 
greater flexibility . . . Unrolls without snarling 
Bright galvanizing. 

Packaged 1000 feet to carton (50 feet connected coils), 
also spools 500 feet and 1000 feet. Large stocks in 


Worcester, Atlanta, Chicago, New Orleans, Houston, 
Dallas, Los Angeles. 





G. F. WRIGHT STEEL & WIRE CO. 
WORCESTER, MASSACHUSETTS 








Here's a space-saver | 


NAILS AT THE COUNTER 








Put nails, bolts, and other bulk items right under the counter 


in a Revolvo Counter Unit, where you on one side and your cus- 
tomers on the other can reach them easily. Customer service is 


speeded, your time is saved. 
Each Revolvo has three sections of four compartments each, 


a total of twelve full-keg compartments in each bin. Counter top 


is 36” high, 32’ deep, covered with heavy-duty green linoleum. 





ORDER TODAY! Model NBC 240 (two bins, illustrated) om 
Model NBC 120 (single bin). The Frick-Gallagher Mfg. The preference that millions of users have shown 


Co., 102 S. Michigan Ave., Wellston, Ohio. for the RIfH0D Pipe Wrench puts on us the re- 
sponsibility of keeping it always up to the top 









quality they expect of it . . . and gives you the 


ese | profitable opportunity of supplying it to them. 
STORAGE PLANNED FOR PROFIT | | 


The Ridge Tool Company, Elyria, Ohio, U.5. A. 
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Do-it-yourself twist 





(Continued ) 


space. Mr. Hegard shifts his 


classified ads in various parts of 
the page. Radio did not prove a 


Instore signs that sell tools. 


good advertising media. Mr. 
Hegard doesn’t know why. 

Instructionai classes are popular. 
Women like these classes, too. 

A mailing piece features the 
store’s location. The piece shows 
Appleton streets with a big arrow 
pointing to the store. 

“Use my tools . . . use my shop 
. . . to build the things you want 
and need,” the mail piece adver- 
tises. 

“I have a complete woodworking 
shop with all the new Delta power 
tools, individual work benches, and 
all the hand tools you’ll need. (I 
ask only a modest 60¢ an hour 
rental — which covers everything 
but materials.) Plan your own 
schedule, come in at your own con- 
venience. You’ll have all the fun 
of do-it-yourself, all the pride of 
accomplishment; with no major in- 
vestment.”’ © End 


58 








Every customer needs 


an extra can of paint 


Paint volume has soared for South Carolina 


dealer who adopted the sales philosophy 


that every customer is a prospect for a paint sale 


How often do you ask customers 
if they can use a can of paint at 
home? 

Everytime you have a customer 
in your store. That’s what your 
answer should be. Otherwise you 
are losing potential paint sales. 

A campaign to sell a can of 
paint to every customer who en- 
ters your store can bring surpris- 
ing results. Don’t set any limit on 
the size of the can. Sell any size, 
no matter how small, and watch 
your total paint volume go up. 

That has been the experience of 
Holley Hardware, in Aiken, S. C. 
In an effort to increase its paint 
sales, Holley Hardware simply be- 
gan asking every customer if he 
could use a can of paint at home. 

Many customers could. They 
bought paint in all size cans, most- 
ly the 25¢ size. Satisfied with the 
results of their initial paint job, 
many customers bought more 
paint, usually in larger quantities. 
They also recommended the store’s 
paint department to their friends. 

Because the sale of the first can 
of paint is important, Holley tries 
to make sure the customer will be 
satisfied. Customers are given all 
the time they wish to choose a 
color. If .the customer wishes, the 
store will mix two 25¢ cans to- 
gether at no extra charge. 

Customers are also given advice 
on how to prepare the surface to 
be painted. Nothing is left to 
chance. 

If a customer is not ready to 
buy a can of paint, a reminder 


about the store’s paints is sent 
home with him. Manufacturers’ 
literature showing different paint 
colors is wrapped with his pur- 
chase. 

Suggestion selling is used when- 
ever possible. If a customer in 
the giftwares department com- 
ments about an unusual color of 
an item, for example, she is re- 
minded that a new coat of paint 
at home can also bring about an 
interesting effect. 

Window displays also sell paint. 
From time to time, pieces of un- 
painted furniture are displayed in 
the window with cans of paint, 
brushes, color charts and other 
painting equipment. Sales mes- 
sages remind customers’. that 
something around the house can 
be improved with a new coat of 
paint. 

Home decoration books and 
magazines are also used to sell 
paint. Holley’s keeps several of 
these around the store at all 
times. Customers are encouraged 
to borrow a book or magazine. Of- 
ten the customer gets an idea for 
his home from the book. He buys 
paint. 

Holley’s works closely with 
painters. In return for painting 
tips which the painters pass on 
to the store, Holley’s carries a 
stock of the painters’ business 
cards near its color charts. When 
a customer asks for the name of a 
good painter, he is referred to this 
card section and told to pick any- 
one he chooses. © End 
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( WASHINGTON. 


(Continued from page 10) 






SELL THE IMPROVED WEATHERSTRIP 














Family market expands near 


big cities at a rapid rate 

If you want to make a pitch for 
the family market, shift your at- 
tention to the outskirts of big 


‘The Census Bureau reports the VINYL COVERED POLYURETHANE FOAM 
family market is increasing more 
rapidly near big cities. 


Between 1950 and 1956, 9 out of 
10 new families i BETTER INSULATOR 


formed were in 


metropolitan areas. They were on LOOKS BETTER ° INSTALLS EASIER ° SELLS BETTER 
the outskirts of the cities. 
. 
EXCLUSIVE! 


In the central city areas there 

was a decline in the number of 

families. By 1956 there were 4 

percent fewer families living in Polyurethane foam is the 
new sensation. We exclu- 
sively form it in vinyl to 
make weatherstrip that is 


the central city areas. 
The number of rural-farm fam- 

more form fitting, effective 

and durable. 










Trade Mark 


























ilies dropped 10 percent during the 
same period. 


SBA is lending money again 


if you need a business loan 
If you need a business or disaster Site iene es ee 
loan, you can turn to the Small ing tacks with each cone. , 


Business Administration again. 


SBA has resumed its lending PACKAGED TO SELL 
program since Congress appropri- MERCHANDISED 
ated new funds. PROMOTED 


In April, the first month of 











lending with new funds, SBA Ask your wholesaler for this great 
agreed to underwrite 1,110 busi- line. Meet the demand for the 
ness and disaster loans totaling | newest thing in weatherstrip — 
$41.1 million. vinyl covered polyurethane foam. 

(Resume reading on page 11) Foamedge -is a better product, 


easier and more profitable to sell. 


RIGHT: 300 Ft. reel counter display. 



















HARDWARE HUMOR BELOW: Garage Door Seal. GE SEAL 
a> MARKET IS BIG 
Bo'A A a Our Double Seal-Bumper 
eo a Cc mu>’ GARAGE DOOR SEAL =” for overhead doors, sells 
ere SSS pe on sight. Form-fits to 
NY > .. 
FRO% f*< vf a floor. Shuts out rain, 
QO 7 |) A snow, wind, dirt. Does 
Coy /’ ye not stick to floor. Not 


harmed by grease, oil, 
ozone, sunlight or paint. 


Order Now — From Your Hardware Wholesaler 


"Know that insect bomb you sold STERLING ALDERFER CO. 


mee on _ 3850 Granger Rd. Akron 13, Ohio 


HARDWARE AGE, AUGUST 1, 1957 29 











HACKSAW 
BLADES 

ARE EASIER 
TO SELL 





ee 
INOW 





EACH BLADE — 


Clearly Marked 
Tooth Size and 
What it Will Cut 


ts fof td by 











EACH BLADE — 
Marked for Front End 


900) © ee). 
QYVONVILS 







EACH BLADE — 


Top Quality 
The Best in Blades 
Since 1880 







1s 


NG ie) 0-\8) ee 


Painted, Looks Good, 
No Rust, No Scale 








ALL BLADES — 


Factory Guaranteed 


Ask your jobber for GRIFFIN 
HACKSAW BLADES, COPING 
SAW BLADES, SCROLL 

SAW BLADES; or write for 
additional information and 
dealer prices. 


SNOILO3SS WNIQSW 
ONY 3did S1i108 SLND 










¥ 


G. W. GRIFFIN COMPANY 
Franklin, New Hampshire 
Sales Representatives 





John H. Graham & Co. Inc. | 

105 Duane Street, New York 8, N.Y. 

a iis toaaas sina wis 
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Convention Calendar 


1957 


1958 





conventions 


shows 


conferences 








1957 


August 


4-7 Gitt Show, San Francisco 


5-10 Moore-Handley Hardware Co., 


Inc., Merchandise Mart, Birming- 
ham 

11-14 Gift Show, Portland, Ore. 

18-21 Gift Show, Seattle 

25-27 Gift Show, Spokane 

25-30 Gift Show, New York 

September 

10-11 North Dakota Retail Hardware 

Assn. 


15-19 Southwest Housewares-Hardware 
& Recreational Market, Dallas 
22-25 National Builders’ Hardware Con- 
vention, Chicago 
23 Franklin Hardware & Supply Co. 
Annual Convention & Stockhold- 
ers’ Meeting, Philadelphia 


October 
14-18 National Hardware Show, New 
York 
17-19 Montana Hardware & Implement 
Assn. 
20-23 National Hardware Convention 
Atlantic City 


29-31 Hardware Wholesalers, Inc.. Mer- 
chandise show & Stockholders’ 
Meeting, Fort Wayne, Ind. 


1958 
January 
5-7 Ace Hardware Corp. Annual 
Convention & Exhibit, Chicago 
5-7 Illinois Retail Hardware Assn. 
6-8 Minnesota Retail Hardware Assn. 
6-8 Western Retail Implement & 
Hardware Assn. 
16-23 National Housewares Exhibit, Chi- 
cago 
19-21 Intermountain Assn. of Hard- 


ware & Implement Dealers 





Convention Check List 


For complete details about the conventions listed by dates below use 
the alphabetical listing following this quick check list 





19-22 Texas Hardware & Implement 
Assn. 

Missouri Retail Hardware Assn. 
Mountain States Hardwore & 
Implement Assn. 

26-27 Louisiana Retail Hardware Assn. 
26-29 Janney, Semple, Hill & Co. An- 
nual Retailers’ Conference, Min- 
neapolis 
Indiana Retail 


21-23 
21-23 


Hoardwore Assn. 


28-30 


February 
2-4 Nebraska Retail Hardware Assn. 


2-4 North Coast Retail Hardware 
Assn. 

2-4 Oklahoma Hardware & Imple- 
ment Assn. 

3-5 New York State Retail Hard- 


ware Assn. 
4 Kentucky Retail Hardware Assn. 
4 Wisconsin Retail Hardware Assn. 
5 Connecticut Hardware Assn. 
8-10 Alabama Retail Hardware Assn. 
9-11 California Retail Hardware Assn. 
9-1! Tri-State Hardware & Imple- 
ment Assn. 
Virginia Retail Hardware Assn. 
Ohio Hardware Assn. 
11-14 lowa Retail Hardware Assn. 
16-17 Arkansas Retail Hardware Assn. 
17-19 Pennsylvania & Atlantic Sea- 
board Hardware Assn. 
Hardwore Assn. of the 
linas 
18-20 Michigan Retail Hardware Assn. 
18-20 Pacific Southwest Hardware Assn. 
22-24 New England Hardware Dealers 

Assn. 

23-24 Mississippi Retail Hardware Assn. 
23-25 Tennessee Retail Hardware Assn. 
23-25 West Virginia Hardware Assn. 


March 
2-4 Pacific Southwest Hardware Assn. 
Hardwore & Housewares Exhibit, 
Phoenix 
23-25 South Dakota 
Assn. 


9-11 


18-20 Caro- 


Retail Hardware 














National Events 


American Hardware Mfrs. Assn. joint 
annual convention with the National 
Wholesale Hardware Assn., Oct. 
20-23, at Atlantic City, N. J. Head- 
quarters Marlborough - Blenheim 
Hotel. Arthur L. Faubel, AHMA 
secretary, 342 Madison Ave., New 
York 17, N. Y. Thomas A. Fernley, 
Jr.. NWHA managing director, 1900 
Arch St., Philadelphia 3, Pa. 


National Builders’ Hardware Exposi- 
tion, Sept. 22-25, at Chicago, IIl. 
Headquarters and Exhibition at 
Conrad Hilton Hotel. Exhibition 
dates are Sept. 23-25. Sponsored by 
National Builders’ Hardware Assn.., 
John R. Schoemer, managing direc- 
tor, and American Society of Archi- 
tectural Hardware Consultants, Wil- 
liam S. Haswell, acting secretary. 
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Administrative offices, of both asso- 
ciations, 515 Madison Ave., New 
York 22, N. Y. 


National Har4tware Show, Oct. 14-18, 
at the Coliseum, New York City. 
Sponsored by National Hardware 
Show, Inc., 331 Madison Ave., New 
York 17, N. Y. Frank Yeager, di- 
rector. 


National Housewares Exhibit, Jan. 16- 
23, at Navy Pier and Drill Hall, 
Chicago. Sponsored by the Nationa! 
Housewares Mfrs. Assn., 1140 Mer- 
chandise Mart, Chicago 54; Dolph 
Zapfel, executive secretary. 


National Wholesale Hardware Assn. 
joint annual convention with the 
American Hardware Mfrs. Assn., 
Oct. 20-23, at Atlantic City, N. J. 
Headquarters, Marlborough - Blen- 
heim Hotel. Thomas A. Fernley, Jr., 
NWHA managing director, 1900 
Arch St., Philadelphia 3, Pa. Arthur 
L. Faubel, AHMA secretary, 342 
Madison Ave., New York 17, N. Y. 


Regional Events 


Ace Hardware Corp., 2355 S. Blue 
Island Ave., Chicago, 34th Annual 
Convention & Exhibit, Jan. 5-7, at 
Conrad Hilton Hotel, Chicago. 


Franklin Hardware & Supply Co. An- 
nual Convention & Stockholders’ 
Meeting, Sept. 23, at company of- 
fices and warehouse, 918-28 N. Dela- 
ware Ave., Philadelphia 23, Pa. 


Gift Shows: San Francisco, Calif., in 
Civic Auditorium, Sheraton-Palace, 
St. Francis and Sir Francis Drake 
Hotels and Western Merchandise 
Mart, Aug. 4-7. Portland, Ore., in 
Portland Public Auditorium and 
Plaza and Benson Hotels, Aug. 11- 
14; Seattle, Wash., in Civic Audi- 
torium, Olympic and New Wash- 
ington Hotels and Terminal Sales 
building, Aug. 18-21; Spokane, 
Wash., in Davenport Hotel, Aug. 


25-27. Western Merchandise Ex- 
hibitors Assn., Kay Leber, show 
manager, 1355 Market St., San 


Francisco 3, Calif. New York, N. Y., 
Aug. 25-30, at Hotel New Yorker 
and N. Y. Trade Show Building. 
George F. Little Management, 220 
Fifth Ave., New York 1. 


Hardware Wholesalers, Inc., llth An- 
nual Merchandise Show & Stock- 
holders’ Meeting, Oct. 29-31, at com- 
pany warehouse, Nelson Rd., Fort 
Wayne, Ind. 


Intermountain Assn. of Hardware & 
Implement Dealers Convention, Jan. 
19-21. Sessions and hotel headquar- 
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No. D-3 Victor Magnum is completely new! 
It’s oversize—-offers your customers greater 
value. The Victor Magnum sits lower in the 
water, is broader across the back giving a more 
life-like appearance to high-flying game—more 
sales appeal to your customers. Two species: 
Mallard and Black Duck. Mallard has head and 
wings painted with iridescent paint for added 
realism and attraction. 

Victor Magnum and Veri-Lite decoys are 
built of light, tough molded fiber, painted in 
natural, life-like colors. Glass eyes. Veri-Lite 
style in seven species. 


Victor Decoys 


offer even more realism 
~-- even more value 











No. D-2 Victor Premier offers the same new, 
broad-body realism, the same added value of 
the Victor Magnum. Slightly smaller. Mallard, 
Black Duck, Pintail. 


Victor Decoys are available in Molded Fiber, Tenite Plastic, and Wood—the most com- 
plete line offered by anyone, anywhere. Order the complete lime of Victor Decoys, now! 


ANIMAL TRAP COMPANY OF AMERICA 


Lititz, Pa. 


Pascagoula, Miss. 


Niagara Falls, Canada 








i 








NEW JJon-e Warmer is super-easy 
to start. It has a built-in self-starting 
wick! Haven’t seen it? Call your 
Jobber and increase your RE 
Demand to be great. For more de- 
tails write Aladdin Laboratories, 
Inc., 620 So. 8th St., Minneapolis, 





: 
eR 
NEW RUST INHIBITER TO 


| 
| 
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Power Mowers 








CORROSION BEGINS THE MINUTE YOUR 
ENGINE STOPS. PREVENT INTERNAL 
CORROSION the new, safe STORIZE-WAY 


STORIZE is new . . . completely modern. The 
safest, cleanest, quickest method known to 
prepare gasoline engines for storage. No 
fussing with messy oils or removing spark 
plug... just spray STORIZE into carburetor 
air inlet while engine is running ond IT'S 


STORIZED! 
$1.98 RETAIL 


A FEW DEALER 
& DISTRIBUTOR 
Order From Your 
Jobber or Write 


AVAILABILITIES 
GEORGE A. BARKER ENGINEERING CO. 





4717 Yuma St., N.W., htc , D.C. 
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ters at Boise Hotel, Boise, Idaho. 
Leon L. Weeks, 308 Continental 
Bank Bldg., Boise, Idaho. 


Janney, Semple, Hill & Co., 22-26 S. 
Second St., Minneapolis 1, Annual 
Retailers’ Conference, Jan. 26-29, 
at Leamington Hotel, Minneapolis. 


Moore-Handley Hardware Co., Ine.. 
Diamond Anniversary Merchandise 
Mart, Aug. 5-10, at company offices 
and warehouse, 27 S. 20th St., Bir- 
mingham 2, Ala. 


Mountain States Hardware & Im- 
plement Assn. Convention, Jan. 21- 
23. Sessions and hotel headquarters 
at Cosmopolitan Hotel, Denver, 
Colo. Francis W. Reich, P. O. Box 
73, Boulder, Colo. 


North Coast Retail Hardware Assn. 
Convention, Feb. 2-4. Hotel head- 
quarters, Hotel Heathman; sessions 
and exhibit at Masonic Temple, 
Portland, Ore. Martin W. Danko, 
Route 12, Box 109, Fife Sq., Tacoma, 
Wash. 


Pennsylvania & Atlantic Seaboard 
Hardware Assn. Convention, Feb. 
17-19. Hotel headquarters, Penn- 
Harris Hotel; sessions and exhibit 
at State Farm Show Building, Har- 
risburg, Pa. L. W. Jenness, 1616 
Walnut St., Philadelphia 3, Pa. 


Southwest Housewares - Hardware & 
Recreational Market, Sept. 15-19, at 
Adolphus Hotel, Dallas, Tex. Spon- 
sored by Dallas Mfrs. & Whole- 
saler’s Assn., Mark Hannon, execu- 
tive secretary, 1101 Commerce St., 
Dallas. 


Tri-State Hardware & Implement 
Assn. Convention, Feb. 9-11. Hote! 
headquarters, sessions and exhibit 
at Herring Hotel, Amarillo, Texas. 
R. B. Allen, 1408 Fourth Ave., Can- 
yon, Texas. 


Western Retail Implement & Hard- 
ware Assn. Convention, Jan. 6-8. 
Hotel headquarters, Hotel Presi- 
dent; sessions and exhibit at Mu- 
nicipal Auditorium, Kansas City, 
Mo. J. Keith Melvin, 638 W. 39th 
St., Kansas City 11, Mo. 


State Events 


Alabama Retail Hardware Assn. Con- 
vention, Feb. 8-10. Hotel headquar- 
ters, Hotels Whitley and Jefferson 
Davis; sessions and exhibit at State 
Coliseum, Montgomery. Charles 
Giles, 409 N. 23rd St., Birming- 
ham 3. 


Arkansas Retail Hardware Assn. Con- 
vention, Feb. 16-17. Hotel headquar- 
ters, Marion Hotel; sessions and 
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exhibit at Robinson Auditorium, 
Little Rock. J. Wayne Tisdale, 402 
Rector Bldg., Little Rock. 


California Retail Hardware Assn. Con- 
vention, Feb. 9-11. Hotel headquar- 
ters, Whitcomb Hotel; sessions at 
hotel and Civic Auditorium; exhibit 
at Civic Auditorium, San Fran- 
cisco. Kruger B. Jacobsen, 122 
Ninth St., San Francisco 3, 


Connecticut Hardware Assn. Conven- 
tion, Feb. 5. Hotel headquarters and 
sessions at Hotel Stratfield, Bridge- 
port. Russ Carlson, acting secre- 
tary, c/o Village Hardware Store, 
New Milford, Conn. 


Illinois Retail Hardware Assn. Con- 
vention, Jan. 5-7. Hotel headquar- 
ters and sessions at Pere Marquette 
Hotel; exhibit at State Armory, 
Peoria. William F. Ewert, 1451 
Merchandise Mart, Chicago 54. 


Indiana Retail Hardware Assn. Con- 


vention, Jan. 28-30. Hotel head- 
quarters, Sheraton-Lincoln Hotel; 
sessions and exhibit at Murat 


Temple, Indianapolis. W. J. Sheely, 
1003 N. Meridian St., Indianapolis, 
4. 


Iowa Retail Hardware Assn. Conven- 
tion, Feb. 11-14. Hotel headquar- 
ters, Savery Hotel sessions and ex- 
hibit at Veterans Memorial Audi- 
torium, Des Moines. Philip R. 
Jacobson, 520 W. 35th St., Des 
Moines 12. 


Kentucky Retail Hardware Assn. Con- 
vention, Feb. 4-6. Hotel headquar- 
ters, session and exhibit at Ken- 
tucky Hotel, Louisville. Edward 
Keiley, 501 Republic Bldg., Louis- 
ville 2. 


Louisiana Retail Hardware Assn. Con- 





HARDWARE HUMOR 





How can half a 
horse have any power?" 


"That's ridiculous! 









vention, Jan. 26-27. Hotel head- 
quarters, sessions and exhibit at 
Bellemont Motor Hotel, Baton 
Rouge. David O. Mansfield, P. O. 
Box 1696, Jackson 5, Miss. 


Minnesota Retail Hardware Assn. 
Convention, Jan. 6-8. Hotel head- 
quarters, sessions and exhibit at 
Leamington Hotel, Minneapolis. C. 
J. Christopher, 3033 Excelsior Blvd., 
Minneapolis 4. 


Missouri Retail Hardware Assn. Con- 
vention, Jan. 21-23. Hotel headquar- 
ters, sessions and exhibit at Hotel 
Chase, St. Louis. Fred H. Boemer, 
2340 Hampton Ave., St. Louis 10. 


Montana Hardware & Implement 
Assn. Convention, Oct. 17-19. Hotel 
headquarters and sessions at Hotel 
Florence, Missoula. Norman QO. 
Blevins, P. O. Box 1152, Helena. 


Nebraska Retail Hardware Assn. Con- 
vention, Feb. 2-4. Hotel headquar- 
ters, Paxton Hotel; sessions and 
exhibit at Civic Auditorium, Omaha. 
Frank Capalino, 325 Insurance 
Bldg., Lincoln 8. 


New York State Retail Hardware 
Assn. Convention, Feb. 3-5. Hotel 
headquarters and sessions at Hotel 
Syracuse; exhibit at Onondaga 
County War Memorial, Syracuse. 
Nicholas H. Kiley, Hills Bldg., Syra- 
cuse 2. 


North Dakota Retail Hardware Assn. 
Convention, Sept. 10-11. Hotel head- 
quarters, session and exhibit at 
Graver Hotel, Fargo. Miss E. J. 
McGrann, 54% Broadway, Fargo. 


Ohio Hardware Assn. Convention, Feb. 
10-12. Hotel headquarters and ses- 
sions at Cleveland Hotel; exhibit 
at Public Auditorium, Cleveland. 
John B. Conklin, 1540 W. Fifth 
Ave., Columbus. 


Oklahoma Hardware & Implement 
Assn. Convention, Feb. 2-4. Hotel 
headquarters, Skirvin Hotel; ses- 
sions and exhibit at Fair Grounds, 
Oklahoma City. Aaron Gritzmaker, 
512 Midwest Bldg., Oklahoma City. 


Texas Hardware & Implement Assn. 
Convention, Jan. 19-22. Hotel head- 
quarters and sessions at Statler 
Hilton Hotel; exhibit at Memorial 
Auditorium, Dallas. R. M. Souder, 
1108 Gibraltar Life Bldg., Dallas 2. 


Virginia Retail Hardware Assn. Con- 
vention, Feb. 9-11. Hotel headquar- 
ters, sessions and exhibit at Hotel 


Chamberlin, Fort Monroe. G. T. 
Omohundro, Jr., Scottsville. 
Wisconsin Retail Hardware Assn. 


Convention, Feb. 4-6. Hotel head- 
quarters, Hotel Schroeder; sessions 
and exhibit at Auditorium-Arena, 
Milwaukee. H. A. Lewis, Stevens 
Point. 
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Here’s a traffic builder at an eye- 





popping low price ... an open 
Windsor saucepan set in sunny 
lemon-yellow. Each set contains a 
54-qt., 1-qt., and 114-qt. pan. This 
offer guarantees a big demand for 
the complete line of lemon-yellow 
cookware and paves the way for 
extra sales of other merchandise. 


Packing 

% doz. 1. 
% doz. 2. 
% doz. 3. 
% doz, 4, 
% doz. 5. 
% doz. 6. 
1% doz. 7. 
% doz. 8&8. 
%4 doz YQ. 


LEMON-YELLOW 
SPECIAL OFFER YB9722E 


Suggested 

Retail 

YB9201 Saucepan Set $1.19 
YB71B Tea Kettle 2.49 
YB81A Percolator 1.98 


YB52A Combination Cooker 2.19 





YB20 Covered Saucepan 1.39 
YB40A Straight-Side Pot 1.89 
YB60A Straight-Side Pot 2.19 
YB88 Skillet 1.29 
YB12 Oval Dish Pan 1.69 
Retail Value $52.49 
Dealer Cost $34.95 


Also available in Vogue White—red trim 





3. Plastic handle 
Glass top 


HARDWARE AGE, AUGUST lI, 






1, Saucepan Set 


2. Plastic handig and knob 


SSeS 


4. Plastic knob 


‘Set-in cover 





1957 


3 LEMON-YELLOW Salicepans 


nly 219 

































regular 
yolue 1/9 









AS ADVERTISED IN 


FEDERAL ENAMELING & STAMPING Co., PrTTsBURGH 30, U.S.A. 
World’s Largest Manufacturer of Porcelain Enameled Utensils 











8. Skillet 
6. and 7. 
Co caver Plastic knob 
Set-in cover 9. Oval Dish Pan 





WHAT'S NEW 








@ For more information on these products and services 
use free post card on page 67. 


(Continued from page 15) 


peek-in covers, bottom, and an 
automatic griddle. Landers, Frary 
& Clark. 


For more data circle No. 13 on postcard, p. 67 


All-purpose insect repellent 


Here is a long lasting insect 
repellent that protects against 





mosquitoes, flies, chiggers, ticks 
and fleas. Known as Off, the repel- 
lent does not rub off easily and can 
safely be applied to the skin and 
most clothing materials. Comes in 
a 5-0Z spray container and a 1%- 
oz cosmetic bottle in liquid form. 
S. C. Johnson & Son, Inc. 


For more data circle No. 14 on postcard, p. 67 


Unbreakable mixing bowl set 


These unbreakable mixing bowls 
are sized for all mixing jobs in- 





cluding cake mixes. The bowls 
have wide pouring lips and are 
Stain-proof and non-toxic... They 
also can hold boiling water and can 
be placed in an automatic dish- 
washer. Set sells for $3.98. A 
plate and bowl] anchor will be given 
free with each set as an introduc- 
tory offer. Also available in the 
Rubbermaid line is a facial tissue 
dispenser with an expanding top 
that fits any size or brand of 
tissue. Retails at $1.49. Wooster 
Rubber Co. 


For more data circle No. 15 on postcard, p. 67 


Two-speed * in. power drill 


Here is a %-in. power drill which 
operates at high speed of 3000 rpm 
and low speed of 1000 rpm to meet 
the needs of every job. Weighs 4% 
Ib and lists at $29.95. The drill 
includes a 34-in. geared chuck, ball 





thrust, and oversize Oilite bear- 
ings. Wen Products. 


For more data circle No. 16 on postcard, p. 67 


Combination door lockset 


The do-it-yourselfer will be in- 
terested in this screen, storm and 
combination door lockset. The bor- 
ing of a single hole is all that is 
needed for installation. Unit has a 
conventional knob on the exterior 
and a handle lever on the interior. 





A cardboard template positions 
latch and strike plate. No. 25 is 
for doors 34 to 1% in. thick, avail- 
able in aluminum and brass fin- 
ishes. Yale & Towne Mfg. Co. 


For more data circle No. 17 on postcard, p. 67 


Automatic 2'/2-qt corn popper 
Two corn poppers have been 
added to this line. Both have 2% 





qt capacity and a measuring cup 
and are styled in polished alumi- 
num with popping bowls separate 
from the heating unit. Model 1711, 
illustrated, is completely automatic 
and retails for $9.95. Model 1710 
is not automatic and retails for 
$6.95. A portable automatic grid- 
dle, an automatic coffee maker, an 
automatic Fry-Skillet and an auto- 
matic toaster have also been added 
to the line. Dominion Electric 
Corp. 


For more data circle No. 18 on postcard, p. 67 


Deep well casing adapter 


Here is a well casing adapter 
for over-the-well installation on 
single pipe deep wells. This cas- 
ing eliminates the need for special 
casing seals. Offset installations 
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Independent 
HARDWARE EXHIBIT 


Oct. 13th-17th 
HOTEL EMPIRE 


63rd St. and Broadway 
New York City 
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Open Sunday and Evenings 








ATTENTION MANUFACTURERS oii 
Some Exhibit Space 
Still Available Sunday, Oct. 13: 2:00 PM-11:00 PM 


Monday, Oct. 14: 10:00 AM-10:00 PM 
Tuesday, Oct. 15: 10:00 AM-10:00 PM 
Wednesday, Oct. 16: 10:00 AM-10:00 PM 
Thursday, Oct. 17: 10:00 AM-3:00 PM 


Contact Mr. Vernon 


c/o INDEPENDENT HARDWARE EXHIBIT, inc. 
47 HOWARD ST., NEW YORK 13, N. Y. 
CAnal 6-2320 




















BUYERS: Make a Note of the Dates 
SAVE THIS PAGE FOR FUTURE REFERENCE 
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can be made with two casing 
adapter flanges connected to the 
offset pipe. Available for 2 in. and 
3 in. inside diameter casings. 
Goulds Pumps. 


For more data circle No. 19 on postcard, p. 67 


Patching and filling paste 


Resurfo spackling paste is use- 
ful for maintenance and repair 
jobs around the house. The ready 
mixed material is applied with a 
putty knife to breaks in plaster 
and plasterboard, fill cracks, 
rough grained wood and nail holes, 
and repairs wall tile. The fast dry- 
ing material can be sanded and 





won't burn through paint film. 
Comes in %-pints, quarts and gai- 
lons. Reardon Co. 

For more data circle No. 20 on postcard, p. 67 


Portable 7 in. drill 


Home craftsmen and profession- 
als will be interested in this % in. 
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electric drill which features added 
power to handle tough drilling 
jobs. The 3 lb 8 oz drill has a 2.6 
amp motor and an auxiliary plas- 
tic side handle for extra drill con- 
trol. It also has a 3-jaw geared 
chuck, trigger switch, 7 ft cord 
and a drill capacity of % in. in 
steel and % in. in wood. A 230- 
volt system is available at extra 
cost. There is a 48-page catalog 





on this and other tools available 
free. Porter-Cable Machine Co. 


For more data circle No. 21 on postcard, p. 67 


Polyethylene water pipe 


Orangeburg SP plastic pipe can 
handle high working pressures, 
temperature changes and is not 
subject to cracking from _ the 
stresses of its location. The pipe 
is made from a stronger, less flexi- 
ble polyethylene resin to only 
standard iron pipe sizes, ™% 
through 2 in. Meets requirements 
of Commercial Standard CS197-57 
for standard wall, 75-lb and 100-lb 
pressure rated pipe. Comes in coil 
lengths up to 400 ft. A 12-page 
booklet is available on the new 
pipe. Orangeburg Mfg. Co. 


For more data circle No. 22 on postcard, p. 67 


Slim lightweight pliers 

Here is a powerful, lightweight 
pair of No. 1245 gear-lock pliers. 
With five jaw positions and a new 
slimness, the tool is ideal for any 
plier or wrench job allowing little 












room for movement. The pliers are 
9% in. long and weigh 10% oz, 
made of a steel alloy with a bright- 
chrome rust-proof finish. Retail: 
$3.15. P & C Tool Co. 


For more data circle No. 23 on postcard, p. 67 


Front door roses hardware 


Massive, decorative builders’ 
hardware is being featured with 
these front door roses. Round and 
square types are 5% in. across. 
Also in this 1600 line of locksets 
and latchsets is an interchangeable 





~ 


5 in. backset. 
Mfg. Corp. 


For more data circle No. 24 on postcard, p. 67 


Skillman Hardware 


Changeable power sight 


Sportsmen will be customers for 
this changeable power scope for 
22-cal rifles with grooved receivers. 
The C-Lect-Power, Model 1A25, 
illustrated, offers 2.5X and 5X 
powers. The seven lense system 
permits change with a twist at the 
after end. It has windage and ele- 
vation adjustment. The 12 in. scope 
retails for $24.95. Also new are 
two 22-cal rifles. The models han- 

(Continued on page 70) 
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CHECK CARD 


AN EXTRA 
HARDWARE AGE SERVICE 


A successful hardware dealer keeps up to date on 
What's New in merchandise. The Quick Check 
Card on the bottom of this page will help you get 
more information on new products described in this 
issue, quickly and easily. HARDWARE AGE brings 
you more new product descriptions than any other 
magazine. The Quick Check Card service will now 
get you all the information you need, quickly. 


















































FIRST CLASS 
PERMIT NO. 36 
(Sec. 34.9 P.L.aR.) 
New York, N. Y. 




































































: BUSINESS REPLY CARD ae 

, Ne postage necessary if mailed in the United States —_— 

i ats teams 

1 POSTAGE WILL BE PAID BY ai 

Be sure to write name HARDWARE AGE —_— 
and address on post card. : Sect Ofee Ren 68 peau 
Please use this P. O. | Village Station witinens 
Box Address for Quick | NEW YORK 14, N. Y. ms 
Check Cards Only , — 

: Postcard valid 8 weeks only. After that use own letterhead fully describing item wanted. 8/1 /s7 


Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 
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under the individual item description. 
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Here is Your Quick Check Card 


What it is... How it works 


@ Each issue brings you dozens of descriptions of new products, new dis- 
plays, etc., in the ‘What's New" columns. You get more of these in 


@ When you want more free information on any of these products, simply 
mark a circle around the same number on the post card as appears 


@ Drop the post card in the mail box. No postage is needed. You will 
quickly receive, free, complete details on the product from the manufac- 
turer. You may circle as many items as you wish. Separate information 


@ Be sure to give your full name and address on the post card. Print or type 
it clearly. We cannot service post cards with incomplete addresses. 
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WHAT'S NEW 








@ For more information on these products and services 
use free post card on page 67. 


(Continued from page 66) 





—— aia at te = 


dle all three sizes of 22-cal ammu- 
nition. Model 352 K, illustrated, is 
an automatic with a choice of sight 
styles and retails at $37.95. Model 
342 has a hammerless bolt action 
receiver and retails for $31.95. 
O. F. Mossberg & Sons. 


For more data circle No. 25 on postcard, p. 67 


Portable electric heater 


Here is a portable electric heater, 
Model 5739, that will appeal to per- 
sons looking for an extra heating 
unit to fill in around the house. 
Heater features a delayed action 





thermostat which turns on the fan 
after the heating elements are hot. 
When the heating elements are 
turned off by the thermostat, the 
fan works until all heat is dis- 
charged. Other features are a 
push-button control for selecting 
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either 1320 or 1650 watt operation, 
signal light, cord holder on the 
back, safety switch, and on-off toe 
switch. Retails for $39.95 Arvin 


Industries, Inc. 
For more data circle No. 26 on postcard, p. 67 


Brown colored rubber tape 
Slipknot brown splicing com- 
pound is a rubber tape that ex- 
ceeds ASTM electrical] specifica- 
tions. The brown colored splicing 





tape individually 


is packaged in 
boxed 25 ft cello-wrapped rolls, 
34 in. wide. The tape carries Un- 
derwriters Laboratories approval. 
Plymouth Rubber Co., Inc. 


For more data circle No. 27 on postcard, p. 67 


Fast drying, glossy varnish 


Painters who have been looking 
for a clear, high-gloss varnish that 
dries in one hour or less will be 
interested in Moore’s One Hour 
Clear Varnish. The secret of the 
fast drying is in a special type of 
alkyd resin. This resin is said to 
sustain ease of application for free 
brushing. Its basic use is for in- 
terior wood floors. It may also be 
used for indoor cabinets, furni- 
ture, and standing trim. Three full 
coats can be applied in a single day. 


Benjamin Moore & Co. 
For more data circle No. 28 on postcard, p. 67 





Germ-killer interior paint 
Decor-X 
gredient called 


contains a special in- 
APR which con- 





tinues its anti-germ action for sev- 
eral years. The new vinyl plastic 
emulsion paint will not harm people 
or animals. Quick-drying Decor-X 
is available in 15 colors. It dries 
without painty odor. Washing will 
not dull the finish or destroy its 
germ-proofing action. Breinig 


Bros., Inc. 
For more data circle No. 29 on postcard, p. 67 


Hose hanger of aluminum 


Here is an outdoor all-aluminum 
hanger that holds 100 to 150 ft of 
hose. Comes knocked down with 





self-threading screws for easy as- 
sembly. Packed 12 to a carton or in 
polyethylene bags. Retail, $1.25. 
AMCO. 


For more data circle No. 30 on postcard, p. 67 


Contour sided polisher 

Here is a floor polisher for work 
around modern appliances. It has 
contoured sides, vinyl bumper and 
extra long handle for work under 
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“My customers like the convenience of a 3-in-1 level, square and tape. 
After buying an LST, one customer came back and bought twelve more 
for gifts. The K&E LST is one of the best selling items in my store.” 


at x, 


Ss Set 











Orn oe) 


More dealers, like Sam Stein, of Millburn Hard- 
ware, Short Hills, N. J., find that the popular LST 
is moving off their shelves faster than ever. It’s the 


Be sure to place your order TODAY .. . cash in on 
the availability of this fast moving, K&E tape NOW. 


only tape on the market with 3 practical uses that 
everyone finds helpful, at home or on the job. 

Here are the features that make the LST a best 
seller... 


e Easy-view, unbreakable built-in level 
e Sliding end hook that grabs and holds 


e Rugged chrome plated casing of die cast 
construction 


e Refill blades available 
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K&E makes it easy for 
your customers to see, like 
and buy this handy tape. 
The self selling “blister”’ 
display stops the eye. It’s 
pilfer proof. 





KEUFFEL & ESSER CO. 
HOBOKEN, NEW JERSEY 
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use free post card on page 67. 








extra long handle for work under 
and around furniture and walls. 
Model FP-1 has finger tip control 
switch and a 22 ft cord. Polisher 
comes with buffing pads, polishing 
brushes and _ scrubbing brushes. 
This 12 lb unit comes in cloud 
white and coin gold and retails at 
$49.95. General Electric Co. 


For more data circle No. 31 on postcard, p. 67 


Vinyl caps and connectors 


These heavy-duty caps and con- 
nectors of vinyl will not break, 





The one-piece 


eliminates 


crack. 
construction 
eyelets and rivets in the interior 
and the dead washer on the front, 


chip, or 
moulded 


thus ending shorts. The caps are 
for back wiring and provide faster, 
easier wiring. Three types of caps 
and connectors are now available. 
Royal Electric Corp. 


For more data circle No. 32 on postcard, p. 67 
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Operating model water wheel 


Youngsters and adults will be in- 
terested in this intriguing water 
model that churns real water over 
its wheel. The Magic Mill can be 
used in model train settings, as a 
table centerpiece, a night light or 
as a toy. The 7% x 5% x 5% in. 
unit includes an illuminated log 
cabin with attached water wheel 
and chute and is powered by 
flashlight batteries. Lists for 
$9.95 assembled. A knocked down 





kit is available for $7.95. 
Mfg. Co. 


For more data circle Ne. 33 on postcard, p. 67 


Klasgo 


Small steel coaster tray 

The Super Coaster is a handy 
tray measuring 8° x 6% in. The 
enamel finished steel tray acts as 
a coaster for flower pots or a lap 
tray for coffee and dessert. 
available with straight or scalloped 








It is 





edges in a wide range of colors. 
Sells for $1 per bag of four trays. 
American Family Scale Co. 

For more data circle No. 34 on postcard, p. 67 


Tournament golf balls 


Sports enthusiasts will be cus- 


tomers for these imported popular 





priced golf balls. Both styles have 
been tested for distance, hardness, 
resilience, and abrasive resistance 
of cover and cover paint. The 
Nike, which conforms to tourna- 
ment regulations, retails at 69¢ and 
the Capri at 49¢. Harrington & 


Richardson, Inc. 
For more data circle No. 35 on postcard, p. 67 


Cool cabinet gas area heater 


A new series has been added to 
this line of cool safety cabinet gas 








area heaters. The unvented Crest 
series has a streamlined dsign and 
features an even cooler cabinet 
than the standard models in the 
line. Another feature is the rede- 
signed Glo-Brite radiant. Crest 
heaters are available in a full line 
of models and sizes, from 12,000 to 
35,000 Btu, and are supplied with 
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APPEAL ; 


for a double market! 





Is your customer an advanced home craftsman or pro- 
fessional woodworker? Show him tinis new Black & 
Decker Tool—one of the lightest, most compact routers 
made with more exclusive features for easier, better 
work! The B&D Router is the complete woodworking 
tool . . . does beading, grooving, routing, fluting, inlay 
work. Ideal for building furniture, cabinets, hanging 
doors, shutters, weatherstripping, etc. Extra power to 
do every job in a jiffy! 

Whether your customer is amateur or professional— 
once you show this router, you'll sell it. Compare it in 
power, performance and price and you'll see why. 
Call your wholesaler today. THE BLack & DECKER 
Mre. Co., Dept. H-508, Towson 4, Md. 





re B&D RovurTer Kir offers Router, six popu- 
lar bits,Straight and Circular Guide in handy 
metal kit for $88.00, saving customers $5.75. 









— 


ofitable ’ big 
Bit volume. 
Router Bit 





ash in on pr 
EH Yicket Router 










opular 
poe ne tee display case- 
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ee Seen 


New BsD 3/4 HP heavy-duty 
your customers power and versatility ' 


ae 
Find Your B&D } 

"Wholesaler in 

a) Look under “Tools-Electric” 















Router gives 





POWERFUL, LIGHT — Fast CHANGING—Flat 
Full 4% HP motor, yet top lets tool stand on 
tool weighs just a little tie end for fast changing or 
over 6 pounds. sharpening of bits and 
cutters, adjusting for 
cutting depth. 










ACCURATE ADJUSTMENT 
—Exclusive microme- 
ter-type depth adjust- 
ment with calibrated 
depth dial speeds accu- 
rate positioning. 


Router Alone 
ONLY 


59% 


NOTE! New B&D Router Manual — pro- 
moted in extensive national advertising— 
creates added demand for the new B&D 
Router and builds sales leads for you. 


EASIER HANDLING — 
Specially designed han- 
dies fit palm of hand. 
Switch operates with- 
out releasing handles. 


Black Decker. 


World’s Largest Maker of Electric Tools 
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BURKS 
Super-Turbine PUMPS 
don’t need 
graded lines... 


. nor extra-deep ditches. Burks deal- 
ers save time with easier installations. 
Powerful Super-Turbines pull good ca- 
pacity through dips and humps in the 
line . . . even extreme overhead loops 
caused by deep basements. Dig ditches 
just deep enough to be below the freez- 
ing line—then run pipe down to the floor 
level for convenient pump installation. 


More Sales from Less Inventory 
Use the same Super-Turbine for either 
shallow or deep well jobs . . . without 
mechanical change in the pump. (In 
shallow wells, they deliver good capac- 
ity from suction lifts as great as 28 
feet! ) 


Avoid Profit-eating Service Call-Backs 
You'll get no priming complaints with 
a Burks. Super-Turbine Pumps do not 
air bind. They quickly regain their 
prime even if low capacity or gaseous 
wells let air into the line. They pump 
water, air, or a mixture of both to full, 
usable water system pressures. 


Exclusive Impeller 

Is Selling Advantage 
Because each blade in 
the single impeller ac- 
celerates in a “multiple- 





stage” action, Super-Turbines give 
instant full pressure response. They 
deliver good capacity throughout the 
entire rated pressure range. This means 
long years of service because a Burks 
never works under strain. 


— 





See your wholesale distributor or 
write for further information. 


a 


DECATUR PUMP COMPANY ; 


DECATUR, ILLINOIS © 
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WHAT'S NEW 


@ For more information 
on these products and 
services use free post 
card on page 67. 





a variety of automatic safety and 
heating controls. Dearborn Stove 
Co. 


For more data circle No. 36 on postcard, p. 67 


Slingshot added to line 


This slingshot has been added to 
the Victor line of sporting goods. 





The unit has a plastic pistol grip 
stock, features a built-in compart- 
ment for carrying the steel pellet 
ammunition. The sling is made of 
pure gum rubber and the pouch is 
genuine leather. Retails for $1.50. 


Animal Trap Co. of America. 
For more data circle No. 37 on postcard, p. 67 


Cleaner carries own tools 

This vacuum cleaner, MC-1, car- 
ries these tools: rug tool, crevice 
tool, drapery nozzle, dusting brush, 










and chrome steel extension tubes. 
The cleaner has a removable and 
disposable bag. The exhaust port 
can be converted into a spray 
blower. Suggested retail $69.95. 
A twin-brush floor polisher, LP-1, 
has been added to this company’s 
line, and will retail at about $49.95. 


Westinghouse. 
For more data circle No. 38 on postcard, p. 67 
(Resume reading on page 16) 





TO HELP YOU SELL 


New Displays and Other 
Dealer Sales Helps 


(Continued from page 16) 


stand. Stand is made of zinc-plated 
metal and has eight revolving 
spindles to hold carded household 
and painters’ cutlery. All cutlery 
items are vacuum-packed on color- 
ful cards and protected by a trans- 





parent plastic film. Rack comes free 
with purchase of merchandise. 
Goodell Co. 


For more data circle No. 39 on postcard, p. 67 


Brass plated safety hasp 


Here is a safety hasp packaged 
three ways for convenience and 
quick sales. The No. 245 hasp is 
23%, x %4 in. with a brass plated 
finish. Star Metal Products Co. 


For more data circle No. 40 on postcard, p. 67 


Plastic aluminum display 


Here is a display rack that you 
can use to push impulse sales of 
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Duro plastic aluminum. Rack comes 
as part of special promotion pack- 
age which includes 12 tubes of 
Duro plastic aluminum, the wire 
display rack and a 4-color display 
card. Complete package is available 
for $7.50. Woodhill Chemical Mfg. 
Co. 


For more data circle No. 41 on postcard, p. 67 


120-page general tool book 

A 120-page general catalog list- 
ing 4,980 tools made by this com- 
pany is available. Some 500 new 
types and sizes are included. Among 
the tools described are complete 
lines of wrenches, socket wrenches, 
drop forged clamps, tool holders, 
cutting tools and pipe tools. Arm- 
strong Bros. Tool Co. 


For more data circle No. 42 on postcard, p. 67 


Versatile chain merchandiser 


Dealers can use this chain mer- 
chandiser according to their own 


wishes and requirements. Reeled 
and boxed chains fit this sheet 
metal unit. For dealers’ different 


choices of assortments, this stand 
comes with either two shelves and 
two reel holders, or three reel hold- 
ers and one shelf. Flush-backed. 
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unit can stand against wall or end 
of gondolas in just a few square 
feet. Unit also has a header panel 
with do-it-yourself suggestions, and 
a covered storage area for contain- 
ers. John M. Russell Div., Risdon 
Mfg. Co. 


For more data circle No. 43 on postcard, p. 67 


Display units for gift wrap 

Here are two counter display 
units for gift wrap. Units measure 
24 x 12 x 12 im. and contain 
Sasheen brand gift wraps and rib- 
bons, Decorette brand ribbons and 
Scotch brand cellophane tape. Deal 
100 has wrapping materials for 
everyday use; Dea] 200 has Christ- 





man wrapping materials. Perma- 
nent dividers keep merchandise 
neatly in place. Minnesota Mining 
& Mfg. Co. 


For more data circle No. 44 on postcard, p. 67 


Package catalog supplement 


This 24-page booklet, “Supple- 
ment to a Catalog of Packages,” 
shows new Styron containers in- 
troduced since the 1955 publication 
of “A Catalog of Packages.” De- 
scriptive material about each item 
also gives suggested uses and the 
name and address of the manufac- 
turer. Dow Chemical Co. 


For more data circle No. 45 on postcard, p. 67 


2 polyethylene dispensers 


A new display package (shown 
here) and small space floor dis- 
play rack are now available to help 
you sell polyethylene film. The dis- 
play package, colored yellow and 
black, dispenses the film like a 











can be used 
Horizontally or 
Vertically... 


. either over the well or offset, 
without mechanical change. Use them 
for shallow or deep wells and conver- 
sion is easy if needed . . . they save 
valuable space in small basements or 
utility rooms ... add an attractive 
appearance. Their sparkling, appli- 
ance-white finish helps sell the lady 


of the house. 


Help Promote Your Good Reputation 


Every part that pumps is of corro- 
sion-resistant bronze. Vital pumping 
parts do not collect mineral deposits 
which clog and cut down capacity. 
That’s why Burks HV-Pumps give 
long service, maintain their good ca- 
pacity and keep customers satisfied! 


Competitively Priced 
Centrifugal Design, But . .. 


HV-Pumps are fast priming . . . won't 
air-bind . . . and handle air so well, 
they even prime shallow well suction 
lines. Their new mechanical seal re- 
quires no adjustment. Motors have 
built-in overload protection and auto- 
matic reset. 

i . This Exclusive Feature 
». Helps You Sell 


»)), Straight channels in the 

‘ HV-Pump impeller throw 
sae water in greater volume 
and force to the cam-like outer rim. 
There, “Kam-Action” controls the 
turbulence and directs the water flow. 
This improved centrifugal action gives 
good capacity at higher pressures and 
eliminates any need for multiple 
impellers on ordinary water systems. 
*\ 








we 






See your wholesale distributor or 
write for further information. 


> DECATUR PUMP COMPANY 


528 ELK STREET DECATUR, ILLINOIS « 
Seeeeeeeeeeeeooooeosoooeeeee © 
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TO HELP YOU SELL 








@ For more information on these products and services 
use free post card on page 67. 





housewife’s waxpaper box. Floor 
dispenser is a wire rack which dis- 
plays seven rolls of the plastic film 
in different widths and thicknesses 
in clear and black. Cutting bar on 
rack prevents waste. Free folders 
illustrating uses of the plastic are 
included with every roll. Kordite 
Co. 


For more data circle No. 46 on postcard, p. 67 


Rental fioor polisher line 


Here is a twin brush floor ma- 
chine which will boost business in 
your rental department. It is one 
of several models in this company’s 
line of 12 in. to 23 in. diameter 
brush spread floor maintenance 
machines. The Twin-12A Deluxe 
(illustrated) has a twin brush 12 
in. spread. This unit scrubs, pol- 
ishes, waxes, buffs, sands, refin- 
ishes and dry cleans all floors. 
Comes with brushes and buffing 
attachments, and can be converted 





to a hand polisher. Also available 
is the KL Dyna-Craft, a midweight 
polisher and the T-16B, a semi- 
commercial twin brush floor ma- 
chine with a 16 in. brush spread. 


General Floorcraft. 
For more data circle No. 47 on postcard. p. 67 


Knife sharpener display box 
This counter display box will aid 
impulse sales of Aladdin Knife 
sharpeners. Sharpeners are packed 
in individual transparent acetate 
shells to protect sharpener and per- 
mit customer to pick color she 
wants. Selling messages are im- 
printed on the box. Illustration 





shows how easy it is to use 
sharpener. New England Carbide 
Tool Co., Ine. 


For more data circle No. 48 on postcard, p. 67 


Pumps price, specifications 

A new Burks Pump Book of 
Prices and Specifications has been 
published. Form No. 566 has a 
graphic, quick-reference index and 
new tables on pump performances. 
Booklet has a simplified way of 
listing water systems. The new 
prices on the HV-Centrifugal 
Pumps are included in a special 
section. Educer and sprinkler ap- 
plication information is also in- 
cluded. Decatur Pump Co. 


For more data circle No. 49 on postcard, p. 67 


Deck fittings display unit 
Sea Flair deck fittings are avail- 
able in a shipper display unit for 





Set of eight fit- 
die-cut tabs on 


counter display. 
tings is held by 
corrugated tray in box. Printed 
design of red and black on top 
panel combines selling copy and 
eye-appeal. Top panel is creased 
and die-cut to fold into a backdrop 
for the open container. Wilcox 
Crittenden Div., North & Judd Mfg. 
Co. 


For more data circle No. 50 on postcard, p. 67 


Marking products bulletin 

Here is a complete descriptive 
listing and price data material on 
the Speedry line of marking, 
stamping and stencilling products. 
Bulletin No. S-227 includes brush- 
pens, Stamp-O-Mats, general mark- 
ing inks, Magic Markers and data 
for proper usage. Details also 
cover Instant-Dry [nks. Speedry 
Products, Inc. 
For more data circle No. 51 on postcard, p. 67 


Card for displaying glue 
You can display Elmer’s Glue-All 
more easily with this single unit 
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FOR THE NEW FAST-TURNOVER 
ITEMS—LOOK TO YALE! 








NOW...IT’S THE YALE 








NEW 
SCREEN 
DOOR 
LATCH: 


Single Bore, 


Easy to Install 
“ee” $2.50 


The new Yale No. 25 Screen Door Latch is 
stylish, functional—yet low in price. 

What’s more, the No. 25 will be a favorite 
with your “do-it-yourself” customers because 
it’s so easy to install. Just drill one hole. 
What could be simpler? 














* Only one hole to drill 
* No mortising needed 
* Polished brass or aluminum finish 


* Directions and template in each package 





For today’s big doings in locks 
and hardware—LOOK TO YALE! 


SPECIAL INTRODUCTORY DISPLAY OFFER 


FREE: An attractive counter display with the first six Yale 
No. 25 Latches you order. Five latches are packaged, sixth 
mounted on the display. Hurry, display supply is limited! 


YALE—REG. U. S. PAT. OFF, 


The Yale & Towne Manufacturing Company, Lock and Hardware Division, White Plains, New York 


23 
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© For more information on these products and services 
- use free post card on page 67. 


display card. Card holds %4-oz 
tube of glue and can be used either 
on counter or mounted on per- 
forated paneling. Two-color card 
has selling message and lists uses 
for the glue. Units are shipped 48 
to a carton. Borden Co. Chemical 
Div. 


For more data circle No. 52 on postcard, p. 67 


Floor sweep display rack 


This space saving metal rack 
displays four styles of sweeps, and 
stores handles and extra sweeps. 
Oxco’s profitmaker sells sweeps by 
use and proper style. Included in 
the deal are six 14-in. and twelve 
18-in. sweeps in four styles, han- 





dies, top sign, and display rack. 
Ox Fibre Brush Co., Ine. 


For more data circle No. 53 on postcard, p. 67 


Glassware counter display 


You can boost sales in your 
glassware department with this 
point-of-sale display. It features 
a new line of glass barware in the 
mode of American antiques. Each 
of the five glasses has its own de- 
sign. Tumblers retail for $3.95 
set of eight, and stemware $5.95 
per set. The line includes 4, 9, 10 
and 14 oz tumblers and 11 oz stem- 
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ware glass. 


Libbey Glass Div., 
Owens-Illinois Glass Co. 


For more data circle No. 54 on postcard, p. 67 


Bulletin on 2 pump models 


Two new models of the “75” con- 
vertible jet water system are illu- 
strated and described in Bulletin 
No. 4910-A. They show the sys- 
tem with a 42 or 80 gal vertical 
tank and as a packaged system with 
the pump mounted on a 30-gal 
horizontal tank. Tables of require- 
ments to help select the right model 
are included. Deming Co. 


For more data circle No. 55 on postcard, p. 67 


Three tools in gift boxes 


Three hand tools in the Rocket 
line are now being distributed in 
gift boxes; the Rocket hammer, the 
belt axe with sheath and polished 
head and a belt axe and sheath 








with a rust resisting black head. 
All three have tubular steel handles 
with a shock absorbing grip. The 
gift box is so designed that it is 
good for gifts on any occasion. 
True Temper Corp. 


For more data circle No. 56 on postcard, p. 67 


Hat box planter with eagle 

The Kimball fiber-glass hat box 
planter is available with a black, 
white and gold Federal Eagle on 
the side. The eagle design is of- 
fered on the charcoal, white, sand 


one . . 
¥ 3 
~ ene a 
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and avocado colored planters only, 
at $9.95. Kimball Mfg. Corp. 


For more data circle No. 57 on postcard, p. 67 


Garden maintenance guide 


Home gardeners will be able to 
select the right pesticide for their 
particular gardening problem with 
this lawn and garden maintenance 
guide. The guide is a 16 x 32-in. 
illustrated chart, broken down into 
four major areas: laws, trees and 
shrubs, flowers, and vegetables. 
Chart gives a quick reference to 
symptom, cause and chemical cure 
for the particular plant malady. 
Diamond Black Leaf Co. 


For more data circle No. 58 on postcard, p. 67 


Colorfully carded hardware 


Here is a line of household 
hardware on colorful cards for 
eye-appeal and customer recogni- 
tion. Magnetic catches, door stops, 
window hardware, and cabinet 
hardware are featured. The items 
are mounted behind clear plastic 
bubbles and may be displayed 
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Mark (Jack) Lacey 


Over half a century 
in hardware 


Long observation has 
left me with several firm 
convictions .. . one con- 
cerns the currently-complained-about increasing 
operating costs (resulting low net profits) at 
both the Wholesale and the Retail ends. . . all 
directly because of the costly lack of concen- 
trated Purchasing. Failure to concentrate Buy- 
ing has always made for very expensive operat- 
ing cost; the only worse factor is the related 
one of tolerating ‘habit’. Examples: One of the 
country’s largest M.O. House’s Plumbing Depart- 
ment used to buy the Pipe Wrenches. Another 
was the large Wholesale House that continued 
to have its Housewares Dep’t. buy the Tinner 
Snips! “Started years ago and never was cor- 
rected”, | was advised. Obviously no one con- 
cerned was voluntarily going to reach for cor- 
rection; not before Top Management manifested 
sufficient interest in individual minor costs to 
command economy, via concentration. Whole- 
saling, unlike the Practice of Medicine, does not 
lend itself to specializing, nor does Retailing. 
But the Buying-action that wastefully carries on 
with an extensively varied lot of different sources 





- # if 


* You may not agree 


with me, BUT.... 


resembles that costly (Specializing) method; 
piling up more expenses for Time, Wages, Sta- 
tionery, Book-keeping, Typing, Telephoning- 
Telegraphing, Freight (both coming and going), 
Shorts, Space, Theft, Insurance, Service, Morale, 
Patience, etcetera — still more so in proportion 
to the number of different Buying Departments 
participating. 

Remedy: less handling, lots from fewer 
sources. Concentrate purchases of your 
Heavy, Industrial & Shelf Hardware items 
from a single manufacturing source, that 
is in a position to supply the entire lot. Do 
away with the high cost of scattered buy- 
ing... concentrate on 


ANCHOR BRAND HARDWARE” 
- from 


a 
NORTH|2JUDD 


Manufacturing Company 


New Britain 





Connecticut 


Wilcox-Crittenden Division, Middletown, Conn. 
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TO HELP YOU SELL 








@ For more information on these products and services 
use free post card on page 67. 





> 


either on racks or in bins. Prestige 
Hardware Corp. 
For more data circle No. 59 on postcard, p. 67 


Adhesives counter display 


A counter model for displaying 
adhesives is available free when 
sufficient merchandise has been 
ordered to stock it. Four adhesives 
are prominently displayed, topped 
by a glue selector chart giving in- 
formation on specific projects, glue 
setting times, clamping, water re- 
sistance and coverage needed. Glues 
needed for special bondings are 
also listed. U. S. Plywood Corp. 
For more data circle No. 60 on postcard, p. 67 


Magneto parts packaging 

Chain saw and power mower 
owners will be attracted by this 
Uni-Mount package of flywheel 
magneto replacement parts. The 





complete bubble packed unit con- 
tains all necessary parts in work- 
ing position, ready to mount on 
the engine back plate. The new 
package protects the parts from 
dust and dirt. Wico Electric Co. 


For more data circle No. 61 on postcard, p. 67 


Demonstrator selling cards 


Here is a new display card for 
these tapes which permits demon- 
stration of the tape without damage 
to the card. The plastic bubble 
can be slid off the top for the tape 





e noe Ra a a 
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to be removed. All the tape rules 
and replacement blades in this line 
are now being packaged in this 
type self-serve card with the slid- 
ing dome. Master Rule Co., div. 
Lufkin Rule Co. 


For more data circle No. 62 on postcard, p. 67 


Multi-purpose warming tray 


A new aluminum warming tray 
and warming table for indoor or 
patio use has detachable legs and 
can be converted into a table 
warmer for keeping food warm 
over periods of time. The unit 
can be turned upside down and 
used as a space heater. The heat 
is conducted through rubber with- 
out wires in this unit, which mea- 
sures 25 x 17 in. and 27 in. high. 
Party-Q Corp. 


For more data circle No. 63 on postcard, p. 67 


6-in. solder-blow torch 


Professionals and hobbyists will 
be customers for this small, carded 
blow torch. It is packed on cards 
under skin bubbles for full viewing 
and faster turn-over. The Jet King 
gives 30 min. of 3500 degrees F. 
heat per butane cartridge. Avail- 








able as torch and one charger for 
$1.95 with extra cartridges 2 for 
49¢ or as torch, 2 cartridges, 
soldering tip and solder for $2.95. 
Kidde Mfg. Co. 


For more data circle No. 64 on postcard, p. 67 


Stainless hinge bulletin 


A bulletin by the company de- 
scribes more than 30 different types 
and sizes of stainless steel piano- 
type and butt hinges of fixed pin 
and loose pin type. Also listed are 
length, gauge, pin, joint and open 
width measurements. Specifications 
for custom hinges are described. 
Star Stainless Screw Co. 

For more data circle No. 65 on postcard, p. 67 


Carded item display rack 


Here is an attractive display 


rack for use with this line of 
anchors, 


carded fasteners and 
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and different 
fiberglass planters 
... greater value, 
more sales ! 





r imme. 
PLANTERS... exclusive Filter-Drain* feature keeps plants healthy 


Now you can offer your customers 
something really new and different 
... fiberglass planters in which 
plants breathe as naturally as they 
do in old-fashioned terra cotta... 
supplied with circulating air 

from a space kept clear of dirt 
and excess water by the 

exclusive filter- drain. 



















All this — plus the colorful beauty 
of decorator colors and textured 
overlays... plus extra thick and 
rigid fiberglass bowls . . . will 

not warp, chip or peel... 
washable « shatterproof. 


FILTER 








Fibrez planters are made in three popular bowl sizes. .. 
three stand heights each, just right for floor and table use. 
Stands —available in silver, brass or wrought iron finish — 
are of graceful, modern design... easy to lift... with swaged 
ball feet that slide readily...encircling ring distributes 
weight evenly. 


Rust-proof metal filter* rests on molded ridge... prevents earth TO HELP YOU SELL the active, growing market for fiber- 


from clogging space beneath...air circulates upward...plont glass planters—dealer aids including descriptive literature, 
breathes naturally. 


: ‘ ; : point-of-sale display and newspaper ad mats. Write today 
Excess water is easily drawn off, if necessary, by opening 


drain plug* with a coin...root decay prevented... plants kept for price list and Catalog No. 318 
healthy and vigorous. 


DRAIN PLUG 


a 


GENERAL FIBER, INC. 


Division of General Plastics Corp. 
2260 Centinela Ave., Los Angeles 64, California 
BRadshaw 2-6737 ° GRanite 8-1214 
New York Office: FORE ASSOCIATES 
550 Fifth Ave., New York 36 e Circle 6-8434 


*PAT. APPLIED FOR 


ATTENTION WHOLESALERS! 
Here is a profit making opportunity. 
Write or wire for details of our 
wholesale distributing arrangement. 
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IF YOULL WAIT, SIR. 









SZEL 








ANY OLD 
~ DRILLS 


SO 4 





USE THE NEW 





‘ ORM Ser 


| Bota 


— ee 


+ 
{ 


THE DRILL DISPLAY 
THAT ASSURES SALES. EVERY 
DRILL INSTANTLY ACCESSIBLE. 


; THIS 
T LET ou! 


/M SURE | GAN FIND THE RIGHT 


JE SELL 








CONTACT YOUR JOBBER OR — 
HENRY L. HANSON COMPANY 


24 UNION ST. WORCESTER, MASS. 











TO HELP YOU SELL 








@ For more information on these products and services 
use free post card on page 67. 


hangers. The rack is supplied free 
with, an initial order of the com- 
plete line, which consists of 50 
assorted cards. U. S. Expansion 
Bolt Co. 


For more data circle No. 66 on postcard, p. 67 


Shop-size friction tape cans 


Bull Dog friction, premium 
brown and rubber tape are now 
available in all-metal shop can 
packaging. Each can contains 10 
rolls of cellophane wrapped tape. 
The crush resistant cans have tight 
friction caps and serve as handy 


| Do! | butt Dox 


= 


AT Nes 
s “Unger fap | 








i 


——— 


storage containers for other items 
when empty. Boston Woven Hose 
& Rubber Co. 


For more data circle No. 67 on postcard, p. 67 


8-page toy consumer folder 


Here is an 8-page colored folder 
to help your customers choose 
action toys for their children en- 
titled Action Time. Velocipedes, 
boy’s and girl’s bikes which con- 
vert from trainers to two-wheel 
models, folding car beds, car seats, 
a toy chest, doll carriages, strollers, 
and cradles are featured. O. W. 
Siebert Co. 


For more data circle No. 68 on postcard, p. 67 


Line of chrome wall plates 


Chrome wall plates with a glass- 
like finish have been introduced by 


WALL PLATE 










‘ | =r fidiSHorwsk 

beast one | 
this company. The plates are 
smooth and highly polished with- 
out slots. Plates are available in 
one and two gang styles. Indi- 
vidually packaged with mounting 
screws. Catalog sheet No. 2-27-3 
describes the line fully. Royal 
Electric Corp. 


For more data circle No. 69 on postcard, p. 67 


Carded glitter kits 


Here are items to boost impulse 
sales in your gift department. Two 
kits for glitter decorations are 
attractively carded. Both include 
glue with applicator and the glit- 
ter. Party Time kit retails for 49¢ 





and has four glitter colors. Fun 
Time kit, illustrated, has eight 
colors and retails for 89¢. Both 
are carded 6 x 8 in. Acorn Ad- 
hesives Co. 

For more data circle No. 70 on postcard, p. 67 


(Resume reading on page 17) 


HARDWARE AGE, AUGUST 1, 1957 





Sell this high-profit item 





with paint, garden or hand tools 


“Invisible gloves’ for all do-it-yourselfers 


Every handy man (and handy woman) is a prospective customer a E 
for Du Pont PRO-TEK hand cream. On hands and arms, it acts a 
like invisible gloves—keeps paint, garden soil, auto grease from 
. makes hands easy to clean. Even sticky 
paint washes off in plain water! Display Du Pont PRO-TEK near 
your cash register and ring up profitable extra sales. It’s a proven 
seller and a steady repeater! Order from your jobber or write E. I. 
du Pont de Nemours & Co. (Inc.), Specialty Sales, Dept. HA-7, 


reaching the skin. . 


Wilmington 98, Delaware. 


Du Pont PRO-TEK 
nationally 
advertised in... 


REG. U. s. PaT. OFF. 




















Nothing’s too good for McGinnis — since he started 
suggesting ““Scotcu” Brand Masking Tape 
with every sale! 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 





Ser: 













© us. par. OFF. 


O-TE 


PROTECTS HANDS 
OM Grime & PAINT 


al 





baa 





INCREASE YOUR SALES-DOLLAR- 
VOLUME INSTANTLY with 


the NEW, 


Sensational 


REPAIR-TOPPING-WELDING 
REVOLUTIONIZES cement and ma- 
sonry repairs — ELIMINATES the 
CHIPPING or ROUGHENING, 
PRIMING ond CURING fthof are 
necessary with ordinary cement 
patching materials. 

What's more it is applied as THIN 
es 1/16'' or more than 1°’ whatever 
thickness needed. 


oot fats (eroreto 
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A terrific 
seller in the 
"* Fix-It#-Y our- 
se/lf'’ morket 






SMALL KIT — 8 /bs. 
(sufficient to repair 50 
to 150 ft. of average 





crocks) 

LIST PRICE $2.95 
LARGE KIT — 14 /hs. 

(double size) 

LIST PRICE $4.95 





















Saves contractors, home owners, 
farmers. maintenance men hundreds 
of dollars in concrete replacement 
ond repoirs. 


AVAILABLE IN 3 SIZES 


CONTRACTORS UNIT 
52 ib. drum 


Includes 40 ibs. powder & 
mix, 1 gallon lotex mix- § 
er. Sufficient to cover 
approx. 100 sq. ff. 
1/16°° thick. 


LIST PRICE ..$10.00 





BOTH KITS include powder mix, liquid ALL PRICES 
rubber latex and a trowel 


FOB-CHICAGO 


See Your Wholesale Supplier or 
Write Today for Complete Information 


The CAMP COMPANY, Jac. 
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New! 4 Profit-maker Packages 


THEY'LL MAKE YOUR STORE “LIGHTING HEADQUARTERS”... 








SELL FOR $122°°— MAKE $3675" 


Beauty Tone™ tinted-light bulb assortment with FREE merchan- 
) diser and demonstrator. Here’s a new display unit and demonstrator 
which shows your customers the dramatic, glamourous effects they'll get 
with Beauty Tone light bulbs. Shows—in identical room settings—how 
each of these 3 decorator-styled bulbs, Beauty Tone Aqua, Beauty Tone 
Candlelight, Beauty Tone Pink, creates its own new kind of glamour with 
light. Beauty Tone tinted-light bulbs are selling fast whenever properly 
| displayed. 


This display holds $122.52 worth of bulbs. You'll make a quick 
$36.76 profit. Ask for this display when you order Beauty Tone 
light bulbs. 


*(Based on SR discount 30%) 
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_— 
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SELL FOR $63°—MAKE $1914" 











| New Beauty Tone™ Home Lite Fluorescent Lamp assortment 
with FREE merchandiser. More and more homes have more and 
; more fluorescent lighting. And now, instead of asking your customers 
¢ to select from 7 shades of white, you sell them one color that’s ideal 
) for every home lighting need—Westinghouse Beauty Tone Home 
‘ Lite. This new line of fluorescent lamps produces a flattering, warm 
white light that glamourizes furnishings, food and complexions. 

















Display the most popular fluorescent lamps used in the home 
| today! Use this pre-packed assortment and make your store 
the headquarters for the flattering, warm white color that’s 


= 7 —~ 3 i - 
© Wester gion FsoweEscent 


ideal for pleasant home lighting—six 12" Circlines (32W), one 
three 8%" Circlines (22W), ten 20T 12’s fluorescent (20W), 
five 15T 12’s (15W), ten 15T 8’s (15W), and five 14T 12’s 
(14W). 


*(Based on SR discount 30%) 
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from WESTINGHOUSE 





PUT NEW LIFE IN YOUR LIGHT BULB BUSINESS! 


p< 
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SELL FOR $3549 — MAKE $1082" 


New all-purpose Colortone™ floodlight bulbs 
packaged in assorted colors. The big season for 
outdoor decorating of homes and stores with light 
starts now. So sell the new Westinghouse all-purpose 
Colortone floodlight bulbs. Brilliant colors, won’t 


peel, chip or fade. Weather Duty™ glass won’t crack 
in rain or snow. 








0 


<a 





Container converts to colorful counter merchan- 
diser! Holds 12 lamps and displays one of each 
color. Assortment keyed to customer demand. 
4 Brilliant Yellow, 2 Brilliant Blue, 3 Brilliant 
Red, 3 Brilliant Green. 


*(Based on SR discount 30% 
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SELL FOR *9’°— MAKE $3" 


Famous Westinghouse Life-line Filament Flash- 
light Bulbs assortment. Space-saving merchandiser! 
Displayed near flashlights and batteries, it fills lamp 
needs of most customers. Effective reminder to 
replace those burned-out bulbs. 


The “‘WF-50" Assortment contains 
30 PR2 for two D-cell flashlight 
5 PR3 for three D-cell flashlight 
5 PR4 for two C-cell baby flashlight 
5 222 for two AA-cell penlight 
5 14 for two D-cell screw type 
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ORDER THESE WESTINGHOUSE PROFIT-MAKERS TODAY - 
THERE’S A 4-WAY PROFIT IN SELLING THE FULL LINE 
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How's the Hardware Business? 





Electric pump makers offer dealers fall promotion 
to increase sales of water pumps in farm market 


The National Association of 
Domestic & Farm Pump Manu- 
facturers will have a fall promo- 
tion to sell the farm market. 

Farm Better Electrically; In- 
stall Running Water First is the 
campaign theme. 

This promotion balances the an- 
nual National Water Systems 
Month in May. 

Plans were outlined at the re- 
cent summer meeting of the as- 
sociation in Delavan, Wis. 

Kits will be offered dealers to 
build sales. The kit will include 
radio interview scripts, six one- 
- minute spot radio announcements, 
and a newspaper release with space 
for dealer identification. 

Carl Nickel, Peerless Pump Di- 
vision, Food Machinery & Chemi- 
cal Corp., Indianapolis, heads the 
planning committee. 

F. B. Hout, Barnes Mfg. Co., 


Mansfield, Ohio, chairman of the 
general planning and markets com- 
mittee, reported that 65,000 indi- 
vidual items of dealer and dis- 
tributor promotion material were 
shipped for National Water Sys- 
tems Month. 

A third of the water systems dis- 
tributors participated in the May 
promotion. Two-thirds of these 
firms used association promotional 
aids. They reported business in 
electric pumps increased from 10 
to 15 percent in May. 

John Hosford, executive vice- 
president of the association, urged 
manufacturers to sell more dis- 
tributors and dealers on the use 
of industry promotional plans. He 
reported that more than 100 power 
suppliers participated in National 
Water Systems Month this year. 

The association will hold its sil- 
ver anniversary meeting Oct. 17 
and 18 in Chicago. 





National promotions schedule during September 
offer dealers tie-ins to increase sales 


National promotions during Sep- 
tember offer hardware dealers good 
opportunities for tie-in promotions. 

Promotions help you spotlight 
specific departments. 

National publicity builds store 
traffic at the consumer level. Your 
own promotions, including adver- 
tising, window displays, and in- 
store displays channel that traffic 
into your store. Special sales ef- 
forts then convert traffic into cus- 
tomers. 

Here are national promotions 
listed for September, along with 
the sponsors: 

American Home Lighting Fix- 
ture Month, Sept. 1-30. Sponsor: 
American Home Lighting Insti- 
tute, 140 N. Dearborn St., Chicago 
2, Ill. 

Steel Kitchen Cabinet Month, 
Sept. 1-30. Sponsor: Steel Kitchen 
Cabinet Mfrs. Assn., 1006 Engi- 
neers Bldg., Cleveland 14, Ohio. 
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National Soft Water Week, Sept. 
15-23. Sponsors: Water Condition- 
ing Foundation, 39 8. LaSalle St., 
Chicago 3, Ill., and National Assn. 
of Soft Water Service Operators, 
Wheaton, Il. 

National Dog Week, Sept. 22-28. 
Sponsor: National Dog Welfare 
Guild, 114 E. 32nd St., New York, 
N. Y. 


Manufacturers announce 
reductions in prices 


Four manufacturers have an- 
nounced price reductions. 

Aluminum Goods Mfg. Co., 
Manitowoc, Wis., announces its 
Mirro-Matic electric fry pan and 
cover will retail for $19.95. The 
pan had retailed for $19.95 and 
the cover for $2.50. 

Ideal Toy Corp., New York, has 
lowered the price of its Little Miss 
Revlon Doll from $3.98 to $2.98. 

Congoleum-Nairn Inc., Kearny, 





N. J., had reduced prices 10 per- 
cent on Gold Seal asphalt tile 
and Vinylbest tile, except in the 
Brushwood design. 

Kentile, Inc., New York, has 
lowered prices 10 percent on reg- 
ular Kentile asphalt tile and Ken- 
tile vinyl asbestos tile. 

Westinghouse Electric Corp., 
Metuchen, N. J., announces prices 
on its 1958 television line will be 
about 10 percent higher. 


Consumer Mailers 


New Wholesalers’ Aids 


for Dealers’ Use 


Fall consumer mailer 
offered by Shapleigh 


Shapleigh Hardware Co., St. 
Louis, is offering dealers a four- 
page multi-colored direct mail 


piece as part of its fall sales pro- 
motion kit. 
The mailer is newspaper size. It 
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imprint. All 


comes with dealer 
items are illustrated and described. 


Special sales prices are empha- 
sized. 

Also available are dealer news- 
paper ad mats, radio scripts and a 
125-piece store display kit. The 
display kit includes window stream- 
ers, window spots, double pennants, 
valances and price cards. 


Fall circular prepared 
for nine wholesalers 


A fall sale days circular, pre- 
pared by Cosgrave & Associates, 
merchandising consultant in Larch- 
mont, N. Y., will be distributed to 
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dealers by nine wholesalers. 

The four-page, four-color circu- 
lar features 36 items, including 
housewares, sporting goods, tools, 
fix-up and paint-up products. 

A tie-in merchandising kit, con- 
sisting of store trim materials and 
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newspaper ad mats, will also be 
distributed. 

Wholesalers who will distribute 
the circular include: M. S. Young 
& Co., Allentown, Pa.; P. A. & S. 
Small Co., Inc., York, Pa.; Bronson 
& Townsend Co., New Haven, 
Conn.; Rose, Kimball & Baxter, 
Inc., Elmira, N. Y.; May Hardware 
Co., Washington, D. C.; W. A. L. 
Thompson Hardware Co., Topeka, 
Kan.; Frankfurth Hardware Co., 
Milwaukee, Wis.; Buhl Sons Co., 
Detroit, Mich.; and Totem Whole- 
sale Hardware Co., Seattle, Wash. 


Mail order firms send 
out winter catalogs 


Sears, Roebuck & Co., Montgom- 
ery Ward & Co., and Spiegel, Inc., 
have begun distribution of their 
fall and winter catalogs. 

Sears reports prices of some 
2000 items are 1 percent lower 
than in the spring and summer 
book. Items reduced in price in- 
clude housewares and home repair 
goods. Appliances are unchanged. 

Ward’s new automatic washers 
and dryers are 4 to 12 percent be- 
low last year’s prices. 

Spiegel’s reports its prices rela- 
tively unchanged. 
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Stoling 


: “Yes, that’s 
> “Continental 
- Qonsole 


Send for new catalog 
showing complete line of 
vented and safety cabinets— 
all A.G.A. approved. 


V800 

¢ 
an-~4 bi 
lS  * 
CAS HEATERS 


Wig 


Just what customers want- 
SUPERIOR HEATING 
and STYLING 







§ 


MARTIN STAMPING & STOVE CO., 


Huntsville, Ala. 








@ EYE-APPEALING 
®@ BUY-APPEALING 
® PREPRICED 2 FOR 15¢ 


Step up unit sales with the self-serv- 


ice “Can’t-Miss” 2 PAC. This con- 


venient, transparent package is a 














proven, “sure-fire” traffic stopper. 


McGILL METAL PRODUCTS CQ 








MR. PHYX IS 
UPSIDE—NMOO 





He likes to leave fastener packages 
open—but then he can't read the labels! 


Poor Mr. Phyx! He solves one preblem 
— then finds he has another. Setting 
boxes in their covers saves him fumbling 
to open boxes several times a day for a 
few fasteners. But then the labels are 
upside down. If only he knew about 
Sharon packaging! Sharon’s packages 
have a label right side up on one side 
— for easy reading when the box is 
Closed, and upside down on the other! 


sharon’s labels make for 
AT-A-GLANCE-IDENTIFICATION! 
ASK YOUR JOBBER OR WRITE: 


Sharon Boll aud Screiu Co 


Verwood Mass, 
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Promotions 





Manufacturers’ New Merchandising Plans 


Ekco is conducting 
trade-in promotion 


Customers can trade-in old pots 
and pans, egg beaters, cutlery and 
kitchen tools under a new promo- 
tion of Ekco Products Co., Chicago. 

Flint Retirement Plan permits 
dealers to make trade-in allow- 
ances toward the purchase of Flint- 
ware stainless steel cooking uten- 
sils, Flint cutlery, Flint 2000 line 
taper design kitchen tools, and the 
Flint precision egg beater. Trade- 
in allowances range from 50¢ to 
$1.25. 

The promotion will run through 
Nov. 30. 

Full dealer margins will be 
maintained on all merchandise re- 
duced for the promotion. Dealers 
can dispose of the trade-in items 
any way they wish. 

The promotion will be advertised 
on four programs on the ABC 


radio network: “Breakfast Club,” 
“When a Girl Marries,” “Whis- 
pering Streets” and “My True 
Story.” 

Full-page color ads will appear 
in the October issues of Better 
Homes & Gardens and Ladies Home 
Journal. 


Westinghouse promotion 
features toaster, mixer 


Westinghouse Electric Corp., 
Mansfield, Ohio, is featuring a 
third quarter promotion on toasters 
and portable mixers. 

Through September customers 
can purchase chrome and colored 
toasters for $15.95. This repre- 
sents customer savings of $4 and 
$6 from regular prices. 

Customers can also buy the 
$19.95 mixer for $18.88, or with 
a stand and bow! set for $19.76. 





Portable Electric Tools 
has Christmas promotion 


Portable Electric Tools, Inc., 
Chicago, will promote its portable 
electric tools and kits as Christmas 
gifts for men under the theme, 
“A great tool for a great guy.” 

The campaign will be high- 
lighted by large space ads in Satur- 
day Evening Post and Popular 
Mechanics magazines. 

Among the tools to be featured 
are the new Suburban Logger 
which doubles as a rotary portable 
saw and as a chain saw; jig saw 
and table; oscillating sander; 6%4- 
in. portable electric saws and saw 
kits; Y-in., %4-in. and *%-in. drills 
and drill kits; saw and drill kits; 
power trimmer and Taskmaster kit. 


Sweeper is featured 
in Bissell promotion 


Bissell Carpet Sweeper Co., 
Grand Rapids, Mich., is featuring 
a special price during a promotion 
of its Breeze sweeper. 

The promotion will run from 
Sept. 16 through Oct. 31. Custom- 





He should have used BONDEX Cement Paint on those damp, 





NO! 








NO! 
NO! 
NO! 


NO! 











musty basement walls -- BONDEX bonds with the surface. 


Remember there’s a 
® 





dex | product for every 
waterproofing problem 


Opler 


BONDEX Cement Paint ¢ BONDEX Heavy Duty « BONDEX Silicone Waterproofing « BONDEX QUICK PLUG 


© re Reanoon company, st. cours 1957 
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ers will be able to buy the sweeper 
for $9.95 (in the West $10.25), a 
saving of $2 under the regular 
price. 

Dealers can order the sweeper at 
special discount price through 
Oct. 31 

The promotion will be advertised 
on Matinee Theatre on NBC-TV 
from Sept. 16 through Oct. 31 and 
in a four-color, full-page ad in the 
Sept. 23 issue of Life. Additional 
one-minute television spot an- 
nouncements will be used in 100 
key cities. 


Brookpark dinnerware 
to appear in Life ad 


International Molded Plastics, 
Cleveland, is running a half-page, 
2-color advertisement in the Aug. 
12 issue of Life to stimulate sales 
of Brookpark dinnerware. 

Featured are 4-piece place set- 
tings of Fantasy and Pink Cham- 
pagne patterns at $3.99, and Tropi- 
cana pattern at $4.99. 

Point of purchase easel cards 
with reproductions of the ad, ad- 
vertising mats, and other merchan- 
dising aids are available for dealer 
tie-ins. 


School supplies ad is 
scheduled by Permacel 


A promotion to stimulate school 
supply sales will be the theme of a 
full-page, 4-color ad by Permacel 
Tape Corp., New Brunswick, N. J. 

The Texcel Kid will appear in 
the ad in the Sept. 9 issue of Life. 

Texcel cellophane tape will be 
featured in the ad. Counter and 
floor displays featuring the same 
theme are available to dealers. The 
displays are in the form of a little 
red schoolhouse. 





Jacobsen issues new 
parts, price manual 


A new 450-page master parts 
and price list for parts for any 
Jacobsen, Johnston or Worthing- 
ton mower built in the last 10 
years is now available from Jacob- 
sen Mf. Co., Racine, Wis. 

Price is $4.75 postpaid. The 
book with deluxe cover is $6.75. 

Dealers can order by writing to 
R. E. Paur, manager of service 
dept., Jacobsen Mfg. Co., Racine, 
Wis. 


HARDWARE AGE, AUGUST 1, 1957 


FAMOUS TRIPLE TEST STEEL 


PENN STATE SAWS 


PENNSYLVANIA SAW 
CORPORATION 


OFFICES NEWARK, N.J. 





FACTORY YORK, PENNA. 











New Merchandising Ideas 
Looking for more profits, 
better salesmanship? Hun- 
dreds of dealers have used 
this Hardware Age reprint 
as a source of ideas for 
sales training meetings, etc. 
Self-Service Salesmanship 10¢ ea. 
Selling in a self-service store re- 
quires a new type of salesman- 
ship. Here is an easy to under- 
stand explanation of how you 
can train your sales people to 
get the most out of self-service. 
4 pages. 
order copies from 
Editorial Reprint Service 
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Chestnut & 56th Sts., Phila. 39, Pa. 


Cash must accompany order 





























GIBSON 
GRIPPER 


KEEP 
THINGS 
IN PLACE 


Double Spring Action 
2 Sizes Held Mest Handles 





BRIGHT FINISH 
NO JUTTING POINTS 


GIBSON GOOD TOOLS, INC., Sidney 6, N.Y. 














2 NEW MODELS 


WHIZ-SAW 


America’s First and Finest Reclpreeal-Actien Saw 





NEW MODEL NO. 10 Cuts 2” Fin. Lumber 
$34.95 








NEW MODEL NO. (5 Cuts 2%” Fin. Lumber 
$79.95 


NEW DISCOUNT SCHEDULE 
.wo new low priced models of the ee WHIZ- 
— nd A —- puts 


out 
portable saw at any price. See your Haréwere Jobber. 
Over 45 Years Experience Making Highest Quality Teols 


THE FORSBERG MFG. CO. 


Seaview Avenue, Bridgeport 1, Consa., U.S.A. 
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FASTENERS—over 20,000 types and sizes of standard bolts and nuts are sup- 
plied in eye-catching, tough, non-smudging packages that make attractive 





CHAIN PRODUCTS—include all types of welded and weldless chain, plus farm 
and animal chain assemblies. Complete line is attractively packaged. Easy- 


to-read labels provide quick identification. 


self-selling displays. 


REPUBLIC 


Refit) Vorldi Widest Range off Standard. Steele 
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Better Products build Better Proffta... sell 


Plastic pipe profit opportunities are growing faster | with ordinary hand saw or knife. Lengths are 
than ever as increasing applications are developed _joined with insert-type fittings secured by stainless 
for farm and home use. You can take maximum steel clamps. 
advantage of this exp ending market when you Republic SRK provides strength and toughness 
stock and sell Republic Plastic Pipe Products—a ap 

ARETE to withstand applications subject to physical abuse. 
complete, high-quality line, backed by a name 

Also offers excellent chemical resistance. Cut with 

known and respected by your customers. a per 
an ordinary hand saw, it is joined by fast-setting, 


Three types of Republic Plastic Pipe are avail- solvent-welded sleeve fittings. 


able in one-half to six-inch diameters to meet Leen : 
your customers’ requirements. These include FE Republic SRB with its exceptionally smooth, 
(Flexible Polyethylene), SRK (Semi-Rigid Kra- non-clogging surfaces, solves many fluid-line 
lastic) and SRB (Semi-Rigid Butyrate). All are requirements. Cutting and joining are similar to 
light in weight, easy to use, corrosion-resistant, methods used with Republic SRK. 


non-toxic, and immune to electrolytic action. Get the full story on profit-building, Republic 


Republic FE is ideally suited to applications Plastic Pipe Products. Contact your local dis- 
requiring flexibility and/or mobility. Can be cut _—tributor or send coupon for further information. 


AK E Pome Geer tlk oUt &. ay TOO 











ROOF DRAINAGE PRODUCTS —a complete line STEEL PIPE—for plumbing, heating, air conditioning WIRE NAILS AND STAPLES—a complete line for 

that’s competitively priced and ready to use. and all other home and building uses. This high- every farm and home use. Also ideally suited to 

These uniform products are supplied in galvanized quality pipe is available in a full line, in sizes and accepted by the building trades. Made from 

steel and ENDURO® Stainless Steel. you want. Call your Republic Pipe Distributor. wire specially produced for nail manufacture. 
C} Plastic Pipe [) Wire Nails and Staples 


[) Chain Products C1) Steel Pipe 


7 (1) Bolts and Nuts (1) Roof Drainage Products 7 

an Ste Producla | i 
j 
| 
| 
| 
| 
L 


--------------- 


REPUBLIC STEEL CORPORATION 
Dept. C-4232 
3154 EAST 45th STREET, CLEVELAND 27, OHIO 





Please send me information on 


Name Title 








Company 





Address ae 











Zone SR ae 
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Cautious Optimism Marks Atlantic City 
Housewares Show; Turnout Is A Record 


What does the second half 
of 1957 look like? 

At the July 8-12 annual 
summer housewares show at 
Atlantic City’s Convention 
Hall the answer amounted to 
this: 

(1) “The second half of 
1957 will be one of the best 
in recent years,” according 
to the buyer for a leading 
hardware wholesale firm. 

(2) “I’m cautiously opti- 
mistic about the second half,” 
another said. “We missed the 
sales mark by about 3 per- 
cent in the first half. But we 
slowed down purchasing by 
a greater figure,” he added, 
“so we are very, very liquid.” 

“We’re going to stop being 
overly cautious in the second 
half, and I think our cus- 
tomers will too.” 

(3) “I think customers are 
going to bust loose this fall,” 
added a third important 
hardware figure. 

“People can only sit on 
their pocketbooks so long. 


And the American public... 
while working in record num- 
bers and getting record dol- 
lars ... has been cautiously 
fingering dollars thus far 
this year,” he concluded. 

This much is_ certain: 
more people than ever, about 
5 percent more, attended the 
show. They had money to 
spend, and spent it in record 
amounts according to an im- 
portant number of manufac- 
turers. 

These manufacturers of- 
fered plenty of goods. 

Housewares exhibits were 
riots of color. Pink, charcoal, 
and acqua predominated. 

New items, old items 
dressed up in new styles and 
colors, and new ways to pro- 
mote and sell both high- 
lighted the show. 

General impression: there 
is money to be spent, and 
there is much to spend it on. 

The key to the second 
half will be promotion to 
blow the lid off of caution. 








WALTER F. BARNES 


W. F. Barnes Elected 
Lee Hardware President 


Walter F. Barnes has been 
elected president of the Lee 
Hardware Co., Ltd., whole- 
saler of Shreveport, La. 
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He succeeds L. S. Hulsizer 
who will remain in an ad- 
visory capacity. 

Mr. Barnes was formerly 
secretary and sales promo- 
tion manager of Shapleigh 
Hardware Co., wholesaler of 
St. Louis. 


Janney Names Marceau 
Manager, General Sales 


Edward J. Marceau has 
been appointed manager of 
the reorganized General 
Sales Div. of Janney, Semple 
Hill & Co., Minneapolis, 
Minn. 

Harold M. Ahmann will 
be sales supervisor of the 
same division. He will spend 
most of his time in the field 
working with general sales- 
men and accounts. 


Wooster Rubber Makes 
Sales Executive Moves 


Wooster Rubber Co., Woos- 
ter, Ohio, has promoted two 





ROBERT W. MARCHAND 


men and has reassigned an- 
other to a new post. 
Robert W. Marchand, for- 


mer division sales manager 
for the Great Lakes house- 
ware division, has become 
sales manager of the house- 
ware division. 

Roger L. Werner, salesman 
in the Chicago houseware di- 
vision, replaces him as man- 
ager of the Great Lakes divi- 
sion. 

Jay B. Harris, who has 
been serving temporarily as 
houseware division sales 
manager, will be in charge of 
all sales to chain, premium, 
club plan and supermarket 
outlets. 


Heads Cost Accountants 


J. Pryor Wise, treasurer 
of Stratton & Terstegge, 
wholesaler of Louisville, has 
been elected president of the 
National Association of Cost 
Accountants of Louisville. 





You Can Enter 1957 Brand Names Competition 
Without Samples of Promotions Or Entry Fee 


It will be easier to enter 
your store in the 1957 Brand 
Names Foundation hardware 
retailer-of-the-year competi- 
tion. 

This year you do not have 
to submit samples of your 
brand names promotions 
when you enter the contest. 
You do not pay an entry fee. 

You enter the contest by 
getting an entry form from 
the Brand Names Founda- 
tion, 437 Fifth Ave., New 
York 16, N. Y. 

After you return the entry 
form you will get informa- 
tion for the balance of the 
year on the Foundation’s 
promotional work. 

Late this year you will be 
asked to send a formal re- 
port on your 1957 brand 
name merchandise promo- 
tions and advertising. 

Finalists will be selected 
from these formal reports 





and asked to make full pres- 
entations of their promo- 
tions. 

It is a good idea to keep 
samples of your advertise- 
ments, radio scripts, sales 
training bulletins, and also 
to get photographs of your 
windows and in-store dis- 
plays featuring brand name 
merchandise. Then you'll 
have the basic material for 
making a full presentation. 

The winner of the 1956 
hardware store category will 
judge this year’s competi- 
tion. She is Mrs. Jeanne 
Johnson, president, Johnson 
Self Service Hardware Co., 
Sioux Falls, S. D. 

Brand Names Week will 
be April 13-19. Awards for 
the 1957 competition will be 
presented at the Brand 
Names Day Dinner April 16 
in New York City. 
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Marshall-Wells Gets 
Peaslee-Gaulbert Corp. 


Marshall-Wells Co., hard- 
ware wholesaler in Duluth, 
Minn., has acquired control 
of the Peaslee-Gaulbert 
Corp., Louisville wholesale 
distributor of hardware and 
furniture (HA, June 6, p. 
148). 

In another move, Barker 
Bros., West Coast retail fur- 
niture chain, a subsidiary of 
Marshall-Wells, acquired 
control of W. & J. Sloane, 
retail furniture firm with 
stores in New York, Los An- 
geles and San Francisco. 

On March 25, Marshall- 
Wells obtained from Gamble- 
Skogmo 49 percent of the 
common stock of Barker 
Bros. and its wholly owned 
subsidiary, the Suniland 
Furniture Co., Houston, 
Tex. The company has stores 
throughout the country. 

The sales volume of the 
Marshall-Wells organization, 
with the new acquisitions, 
now stands at $150,000,000. 
Plans are being laid for fur- 
ther expansion later, accord- 
ing to G. V. Mead, president. 

Hyman J. Sobiloff, chair- 
man of the board of Mar- 
shall-Wells has been a direc- 
tor of W. & J. Sloane before 
the move and has been chair- 
man of the board of Barker 
Bros. since May. 


Control of the Peaslee- 
Gaulbert firm has been ac- 
quired through the purchase 
of 80 percent of the com- 
pany’s stock. Its annual sales 
volume is about $32,000,000. 

All subsidiary companies 
will operate under their own 
identity, according to Mr. 
Mead, who has been elected 
a director of Barker Bros. 
and Peaslee-Gaulbert. 


Housewares & Hardware 
Roundup In Southwest 


The inaugural Southwest 
Housewares-Hardware and 
Recreational Market, spon- 
sored by the Dallas Manu- 
facturers and Wholesalers 
Association, will be held 
Sept. 14-19 in the Adolphus 
Hotel, Dallas, Tex. 

Over 100 exhibitors will 
stage merchundise displays in 
the show. 


National Builders’ 
Hardware Convention 


Reservations are now be- 
ing taken for the National 
Builders’ Hardware conven- 
tion Sept. 22-25 at the Con- 
rad Hilton Hotel, Chicago. 

The convention is spon- 
sored by the National Build- 
ers’ Hardware Association 
and the American Society of 
Architectural Hardware 
Consultants. 


Hardware Golf Association Elects Officers; 
R. W. Harper Is Medalist With Low Net Score 


A total of 226 were regis- 
tered for the annual golf 
tournament of the Hardware 
Golf Association held re- 
cently at Colorado Springs, 
Colo. 

New officers were elected 
and W. A. Abercrombie was 
voted an honorary life mem- 
bership. Officers elected are: 


Top man was R. W. Har- 
per, who made a low net. 
score of 75 to take the medal. 

Winners and runnersup by 
flights are: 

Championship—W. Child, 
R. Willoughby; Richard A. 
Sundvahl—J. Jewett, W. Mc- 
Cullough; Past President’s— 
W. Hochschild, H. Kuehlke; 


President, Robert W. Dier- A—B. LaPorte, B. Schlitt; 
ker; vice-president, Len B—W. Henkle, C. Mesler; 
Dietz; secretary and trea- C—E. B. Frock, W. Mashaw. 


surer, Herman Kulke. D—R. Dietz, W. Gillespie; 


Directors: John Mains, E—R. Becker, J. Frizzell; 
Frank Kane, Myron Hill, F—V. Gunn, F. Lang; G— 
Roy Willoughby, John C. B. William, J. Schofield; 


Pritzlaff, D. V. Williams. 
Of those registered, 164 
entered the golf tournament. 


H—L. Alexander, J. Young; 
I—C. S. Wagner, W. L. Phil- 
lips. 
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New York Store Holds 3 Week Celebration; 
Roy Parrott Of Minnesota Turns In His Keys 


Glen Cove, N. Y.—Steisel’s 
Hardware recently held a 
three week celebration of its 
50th anniversary with plenty 
of door prizes, contests, and 
specials. Steisel’s ran full 
page ads including pictures 
of contest winners. 


Owatonna, Minn.—One of 
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the pioneers of Minnesota, 
Roy Parrott, has closed his 
Our Own Hardware store 
after 44 years, and has 
turned over the Our Own 
identification to George E. 
Dawes who operates another 
hardware store here and was 
previously affiliated with an- 

(Continued on page 98) 
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Tracy-Wells Installs Model Store Window 





Tracy-Wells Co., wholesaler in Columbus, Ohio, has installed 
a model store window in its show room to display seasonal 
merchandise to dealers and also to give them ideas for 
window displays. The sides and back of the window are per- 
forated paneling to give displays flexibility. Displays are 
changed every two weeks. Signs on the brick panels bear 


this inscription: “Show seasonable merchandise in your 
window—and put more cash in your register. The Tracy- 
Wells Co. stocks all items shown here.” 


93 












“A Good Line to Handle” 
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Cat. #BB197 


Template Butts, Button Tips 
with permanently attached Bearings 


Builder’s Special 
Cat. #540 


Wrought Steel Butts 
Cat. #R240 


You'll find the trade saying “Let’s handle 
Griffin Hardware because Griffin gives good 
service, they back up their products, they 
never cut their quality .. . and most im- 
portant the customers like the products.” 


Display them and you'll sell them—Griffin 
Hinges ... order by the carton... in any 
selections your customers want. 


NEW VISIPAKS=-Order by the 


carton of individual carded items. 


GRIFFIN’ 


“since 1899’’ 
MANUFACTURING CO. ERIE, PA. 
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John Berryman Joins 
Cosgrave & Associates 


John Berryman has joined 
Cosgrave & Associates, a 
hardware management con- 





JOHN BERRYMAN 


sulting firm in Larchmont, 
N. Y 

Mr. Berryman will be a 
senior consultant working 
with hardware wholesalers 
in applying the Cosgrave 
dealer service program. He 
will also cooperate in the 
firm’s programs for hard- 
ware manufacturers. 

He was previously sales 
manager, eastern sales divi- 
sion, of Janney, Semple, Hill 
& Co., Minneapolis whole- 
saler. Before that he was 
merchandise manager of the 
Dean Phipps Stores. 


Hardware, Housewares 
Join In New England 


Two of the oldest regional 
trade shows have combined 
to form the New England 
Hardware-Housewares Show. 

The annual trade shows 
held by the New England 
Hardware Dealers Associa- 
tion and the Housewares Club 
of New England will be held 
as one 3-day show, Feb. 22, 
23, and 24. 

More than 400 booths and 
sample rooms are available in 
the Hotel Statler and the 
First Corps of Cadets Arm- 
ory, Boston. 


A. C. Nodine Leaves 
Marshall-Wells Co. 


Arthur C. Nodine, former 
general merchandise man- 
ager for Marshall-Wells Co., 
wholesaler of Duluth, Minn., 
has been assigned an execu- 
tive position in New York 
with W. & J. Sloane, a furni- 


News of the Trade 








ture retailer with stores in 
New York, San Francisco 
and Los Angeles. 

Control of the Sloane 
stores was recently acquired 
by Barker Bros., a West 
Coast retail furniture chain 
which is a subsidiary of Mar- 
shall-Wells (see story else- 
where on these news pages). 

John M. Fisher, former 
group merchandise manager, 
has replaced Mr. Nodine as 
general merchandise man- 
ager. 


Kentile Names Bomse 
To A Top Sales Post 


Samuel Bomse has been 
appointed assistant genera! 
sales manager of Kentile, 
Inc., New York floor tile 
manufacturer. 

Mr. Bomse joined the firm 
30 years ago as a clerk and 
later became a sales repre- 





SAMUEL BOMSE 


sentative. His most recent 
position was that of West 
Coast divisional sales man- 
ager. 


Ekco Sales Meeting 


More than 200 U. S. and 
foreign sales executives, rep- 
resentatives and other offi- 
cials of Ekco Products Co., 
Chicago, recently met for a 
sale convention. Included in 
the list of sales groups were 
the four Ekco housewares 
sales divisions, Autoyre Co., 
a Chicago subsidiary and 
the Kennatrack Corp., Elk- 
hart, Ind. 


Seattle Wholesaler 


Seattle Hardware Co., 
wholesaler at Seattle, has put 
a 200 ft. addition on its stee] 
warehouse. The warehouse 
now is 130 by 500 ft. 
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News of the Trade 
They Attend Builders’ Hardware Course 


& 








Recent graduates of a 4-week builders’ hardware course and 
their instructors are shown here at the offices of Yale lock 
and hardware division, Yale & Towne Mfg. Co. Members of 
the Yale organization have no company identification after 
their name. Seated, left to right, are Thomas Pompa, W 

Cyr, J. D. Young, Ray Groene of Hilltop Lumber Co., Cin- 
cinnati, Ohio; John Schuster; standing, T. A. Morris, J. F. 
Boxwell, C. D. Miller, Lloyd Newman of Farwell, Ozmun, 
Kirk & Co., St. Paul, Minn.; Homer Nycum, The Paint Store, 
Johnstown, Pa.; Leon Kotch, Jerome Jamison, Lon Connors, 


Hope Lumber Co., Tulsa, Okla.; Tom Lynch and Fred Benke. 





New Name For Hardware president; Frank Twomey, 


Association At Capital ‘“°°o"d vice-president; = Ar- 

thur Frager, third vice-presi- 

The hardware association dent; Louis Rosenbloom, 

of metropolitan Washington treasurer; Harry Pinesick, 

and the District of Columbia recording secretary; Marvin 

has reorganized and taken a Morse, corresponding secre- 
new name. tary. 


It is now the DC-Metropol- Directors are Frank Clem- ; 


itan Hardware Association. ents, Mike Cohen, Milton 
Newly elected officers are: Gelb, Donald May, Sam 
William Gritz, president; Schneider, Richard Twomey, 
Jerry Rubenstein, first vice- and James Waxter. 
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Over 8000 sq ft of space was devoted to the display for the 
toy and gift show held June 2-16 by Hardware Wholesalers, 
Inc., Fort Wayne, Ind. In addition to the toys, many new 
items for the Christmas season were shown. The firm is 
making available a colorful 24-page toy catalog to help its 
dealers sell more toys. 
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Hardware Wholesalers, Inc., Holds Toy Show 








vee =WHEN THEY 

| WANT TO BUY 

SECURITY, NOT JUST 
A RIMLOCK— 





No. 00214S 


Plenty of people will pay a few pennies more for a 
rimlock that gives SIX key-changes instead of one; 
that is made of honest cast-iron; has a finish that 
can’t peel off because it’s built-in. They'll appreciate 
your explanation of the greater value in Skillman rim 
and bevel sets, of fine details even in a low-cost lock, 
details like ground and wheel-polished bolts, sand- 
casting, generous use of brass. 


People like these are good customers of the hard- 
ware retailer. In every class of item you handle, 
they’re open to buy the better-profit better grade. 
Encourage them with quality goods. Don’t lose cus- 
tomers with locks that don’t stand up. 


Whoever buys Skillman, buys a better lock. 


ee eee ee ee 


SKILLMAN HARDWARE MANUFACTURING CO. 
1700 N. Caihoun St., Trenton 4, N. J. 


Please let me see your catalog. 


Name 








Firm 


Address 
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We're especially interested in 
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WHEN IT COMES TO 
FLEXIBLE PLASTIC PIPE 









GUARANTEED-QUALITY FLEXIBLE PLASTIC PIPE 


is guaranteed 
RIGHT in WRITING 


You can’t afford to take anybody’s say-so on the 
quality of flexible plastic pipe — not when failure 
of inferior pipe may lead to thirsty livestock, parched 


lawns or crops, or break- 
down of a drinking water 
system. That’s why it’s 
good business to guarantee 
customer satisfaction with 
Cresline — the pipe that’s 
guaranteed right in writ- 
ing. We, too, refuse to 
take anybody’s word for 
quality. We use only vir- 
gin polyethylene, of 
course — never scrap 
materials of unknown 
composition. But even 
among virgin’ polyethy- 
lenes, some are better 
than others. We pick the 
best, proved best by ac- 
celerated use tests in our 
own laboratories. In addi- 
tion, we check quality 
through every stage of 
production. There are 
many profitable advan- 
tages to being a Cresline 
dealer, including shipment 
of every order within 24 
hours. Write today for 
literature and name of 
your Cresline representa- 
tive. 


FREE TO JOBBERS ... 
SLIDE RULE DATA CHART. Quickly 
helps you find answers to such 
problems as friction loss, pressure 
drop, GPM flow, etc. Write for de- 
tails on how to get your free 
plastic pipe “‘Data Chart.” 





LOOK FOR THESE ADDED 
PROOFS OF QUALITY 





This seal on Cresline Pipe 
shows the National Sanitation 
Foundation has approved it for 
drinking water use. 








Cresline is made with Du Pont 
Alathon 25 and is marked with 
this tag. It proved the best in 
our tests. 


ALL PLASTIC PIPE I$ 
ROUND, BLACK AND HAS 
A HOLE IN IT... BUT 
THERE IS A DIFFERENCE! 


CRESCENT PLASTICS, INC, 


Dept. A-8, 955 Diamond Ave. 


© Evansville 7, Ind. 











News of the Trade 








New appointments, new territories, etc. 


MANUFACTURERS SALESMEN 





P & F Corbin Div., Amer- 
ican Hardware Corp., New 
Britain, has transferred 
Richard Jackson to the Mich- 
igan territory from the Chi- 
cago office. He replaces Hor- 
ace B. Dale, who will retire 
Sept. 1. Thomas McGuiness 
has moved to the Virginia, 
West Virginia, District of 
Columbia, and Maryland area 
replacing Milton Stoughton 
who will retire in January. 
William O’Daniel has moved 
to North and South Carolina. 
He is replaced by Raymond 
Fickett in the Iowa, Ne- 
braska, and Rock Island 
county, Ill. area. Ezra Craig 
has moved from the Phila- 
delphia office to cover Dela- 
ware, eastern Maryland, 
southern New Jersey, and 
parts of Pennsylvania. 

v 

Gibson-Homans Co., Cleve- 
land, has named Vernel R. 
Graham representative in 
Illinois, Kentucky, Missouri, 
Kansas, and Indiana. He has 
covered this territory for 
other companies in the trade. 


v 
North & Judd Mfg. Co. 
New Britain, has named 
George T. Post representa- 
tive covering Connecticut, 
eastern New York state, 
western Massachusetts, west- 
ern Rhode Island and metro- 
politan Boston. Ralph K. 
Margelot has been appointed 
representative in the Chi- 
cago office. 
v 
Reardon Co., Los Angeles, 
has appointed Ray M. Mc- 
Cabe representative in north- 
ern California and Utah. He 
had spent 13 years in sales 
in the San Francisco area. 
v 
DeWalt, Inc., Lancaster, 
Pa., has appointed Walter W. 
Leahy district manager of 
the Chicago area. He pre- 
viously operated Olsen Tool 
& Equipment Co. in Chicago. 


v 

Clayton Mark & Co., 
Evanston, IIl., has appointed 
James M. Barrens, Levit- 
town, N. Y., representative 
of its steel unions in the 
eastern coastal states. Joseph 
S. Mikovich has become union 


representative in Pennsyl- 
vania, western New York, 
eastern Ohio, and Toronto, 
Canada. 


v 
L. Teweles Seed Co., Mil- 
waukee, named Sy Meinecke 
district manager for Wiscon- 
sin, Minnesota, Iowa, Mis- 
souri, Kansas, end Nebraska. 


v 
McKinney Mfg. Co., Pitts- 
burgh, Pa., has appointed 
James T. Hogan representa- 
tive for the state of Florida. 
Edward G. Kornegay, repre- 
sentative in the Southeast, 
has added Atlanta to his ter- 
ritory. Russell A. Smith, 
who formerly covered At- 
lanta, retired July 1. 
v 
Gibson-Homans Co., Cleve- 
land, Ohio, has appointed 
John W. McCollum to the 
staff of its Conyers, Georgia, 
Div. He will cover eastern 
Tennessee and the Carolinas. 


v 

North & Judd Mfg. Co., 
New Britain, Conn., has ap- 
pointed Charles E. Constan- 
tinides resident manager of 
the Boston office. He suc- 
ceeds G. J. Hogan who joins 
the executive sales staff in 
New Britain. 


v 

Delta Power Tool Div., 
Rockwell Mfg. Co., Pitts- 
burgh, Pa., has appointed 
Richard W. Fish, former as- 
sistant to the woodworking 
manager, eastern Michigan 
district sales manager. 


Vv 
DeWalt, Inc., Lancaster, 
Pa., has appointed Robert A. 
Hummert, formerly Chicago 
district manager, Seattle 
manager. He will cover 
Washington, Oregon and 

parts of Idaho. 


Vv 
Red Devil Tools, Union, 
N. J., has appointed Bill Neil- 
son of Dallas representative 
in Texas, Oklahoma and 
Arkansas. 


+ 

Gibson-Homans Co., Rich- 
mond, Calif., has promoted 
William L. Webb to division 
sales manager in Richmond. 
Robert C. Archibald has been 
appointed a sales representa- 
tive on the Richmond force. 
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News of the Trade 








NEWS OF 


MANUFACTURERS AGENTS 








Ballem & Wells Co., rep- 
resentative in Dallas, an- 
nounces that H. R. Swenson 
has become an associate and 
will cover south Texas out of 





H. R. SWENSON 


his Houston headquarters. 
He ‘formerly represented 
Hibbard, Spencer, Bartlett 
& Co. in Texas for 16 years. 
W. L. Hicks will cover Okla- 
homa, Arkansas and the 
Texas panhandle from his 
headquarters in Tulsa, Okla. 
v 

Lynn & Brooks moved its 
San Francisco office on July 
1 to 1485 Bayshore Blvd. The 
telephone is Juniper 4-5300. 


v 
Container Div., Jones & 
Laughlin Steel Corp., Pitts- 
burgh, Pa., has appointed 
Carl F. Popper Co., New 
York, representative for J & 
L Galvanized Ware in met- 
ropolitan New York. 
v 
Lawson H. Yates Co., 
Nashville, has appointed 
John Ingram a member of 
its staff. The veteran of 20 
years in sales will cover the 
Carolinas and Virginia from 
Charlotte, N. C. 
v 
Jack Lynam Associates, 
Atlanta, has been formed re- 
cently by Jack Lynam, who 
was with Skil Corp. for 17 
years. The new organization 
will cover the southeastern 
states where Mr. Lynam has 
traveled for 14 years. 
v 
Hutson Div., Gibson-Ho- 
mans Co., Cleveland, has 
named George I. S. Elliott, 
Sr. representative covering 
Alabama, Mississippi, Louisi- 
ana, western Tennessee, and 


Panama City West in Flor- 
ida. 
v 
Dominion Electric Corp., 
Mansfield, Ohio, has appoint- 
ed Arthur L. Felson Co., 
Minneapolis, representative 
for appliances in North Da- 
kota, South Dakota, Minne- 
sota, Wisconsin, and part of 
Michigan. 
Vv 
Forsberg Mfg. Co., Bridge- 
port, Conn., has appointed 
Ed Brown & Associates, Ken- 
more, N. Y., representative 
in New York state except 
the metropolitan area. 
v 
Consumer Div., Presto 
Lock Co., Garfield, N. J., has 
named Gasstrom-White & 
Co., Inc., New York City, 
representative for its hard- 
ware for home craftsmen in 
New England, New York 
city and state, and northern 
New Jersey. 
Vv 
William A. Hoskins, rep- 
resentative in Kansas City, 
has formed a_ partnership 
with Charles E. Lohner. The 
firm, which covers Missouri, 
Kansas, Iowa and Nebraska, 
as Hoskins & Lohner Co. 
v 
R. B. Pilkington, repre- 
sentative in Jacksonville, 
Fla., has appointed Carl E. 
Bennett, formerly with 
Montgomery Ward, to its 
staff. He will cover parts of 


Georgia, South Carolina, 

North Carolina, Virginia, 
and Tennessee. 
Vv 

Paul Watts, Inc., repre- 


sentative in San Francisco, 
Calif., has been formed by 
Paul Watts, former sales 
vice-president of Skil Corp. 
He will handle industrial 
supplies and hardware in the 
Pacific Coast states. 
. 

Boice-Crane Co., Toledo, 
Ohio, has appointed Durrie 
Sales Co., Chicago, represen- 
tative covering Illinois, Wis- 


consin, Iowa, and north- 
western Indiana. Ralph 
Clark, representative from 


Chicago, has become associ- 
ated with the Durrie firm 
concurrent with the Boice- 
Crane appointment. 
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Bissell Sweepers‘ 
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BY SIMPSON, Bissell salesman, 


is telling everyone he meets— 


“Twice as fast as the average housewares item— 


that’s Bissell’s profit-making performance record!’ 


By’s the guy who can help you break sales records! 
He'll show you how to stock and promote Bissell 
Sweepers for fast turnover, more profits. Ask him 
about special displays tailored to your needs and 
plans... free sales aids. Or call your Bissell sales- 
man or write direct to Bissell Carpet Sweeper Co., 
Grand Rapids 2, Mich. 
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Keystoners Elect Paul R. Briggs President 





The Keystoners elected Paul R. 
president to succeed Howard L. 


Briggs, Stanley Electric Tools, 
runer, American Saw & 


Mfg. Co. Mr. Pruner was elected a director. In the photo 
are new officers, a new director and two committee chairmen 
named at the annual meeting at Bryn Mawr, Pa. Seated, 
left to right: J. F. Barr, Greenfield Tap & Die Corp., secre- 
tary-treasurer; Paul R. Briggs, president; and W. M. Jillson, 


Buffalo Bolt Co., 


vice-president. 


Standing, left to right: 


Royce L. Burton, Ampco Twist Drill Div., Greenfield Tap & 


Die Corp., visitation chairman; 


sive Co., 


entertainment chairman, 


H. R. Greene, Simonds Abra- 
and Albert G. Straub, 


Carborundum Co., new director. 





Wood Shovel And Tool 
Purchases Geyer Mfg. 


The Wood Shovel and Tool 
Co., Piqua, Ohio has acquired 
Geyer Mfg. Co., Rock Falls, 
Ill, as of July 1. 

Geyer will now be a steel 
goods division of the shovel 
and tool firm. 

Howard A. Geyer, presi- 
dent of Geyer, will remain 
as a consultant to Geyer and 
Wood. The other officers and 
key personnel will remain 
with Geyer. 


Dicks-Pontius Completes 
Merger With Armstrong 


The Dicks-Pontius Co., 
Dayton, and the Armstrong 
Co., Chicago, have merged. 
Both companies manufacture 
putties and glazing-caulking- 
sealing compounds. 

Landen Putty Works, Inc., 
a subsidiary of Dicks-Pon- 
tius, was also included in the 
merger. 

The firm’s line of com- 
pounds is now marketed un- 
der the brand name of DAP. 

The company name is 
Dicks - Armstrong - Pontius, 
Inc. The officers are: 
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J. N. Dicks, former presi- 
dent of Dicks-Pontius, presi- 
dent and treasurer; C. D. 
Frobes, former president of 
Armstrong, executive vice- 
president and secretary. 

R. C. Hazlett is sales man- 
ager. Clifford Anderson is 
assistant sales manager. 


Hardware Dealer Wins 
Top Fan Display Prize 
A hardware dealer topped 
all entries in the annual 
electric fan window display 
contest in May. Two other 
hardware dealers topped the 
appliance retailers division. 
Miss Claire Bressler, Bress- 
ler’s Hardware, St. Albans, 
N. Y., took the grand prize 
by featuring fans and the 
poster “May Days Are Fun 
Days” in the store window 
in the most original and 
crowd stopping fashion. 
Paul L. Bernhardt, Greer 
Hardware Co., Salisbury, 
N. C., took top honors in the 
appliance retailers div. 
William B. Gray, High 
Point, (N. C.) Hardware Co., 
took the runner-up spot with 
Baldwin Hardware of Ander- 
son, Ind. also taking a prize. 


News of the Trade- 

















OBITUARIES 








John C. Amis 


John C. Amis, 64, secre- 
ary-treasurer of the Chicago 
Retail Hardware Associa- 
tion, died of a heart attack 
July 19 at his home in Glen 
View, Ill. Mr. Amis had 
been with the association 
since 1926. 


Edward J. McMahon 


Edward J. McMahon, 54, 
executive vice-president and 
general manager of Payson 
Mfg. Co. and Harris & Reed 
Co., died June 30 in Loretto 
Hospital, Chicago. Mr. Mc- 
Mahon is a former secretary 
of the Builders’ Hardware 
Association and has _ been 
with the companies for 40 
years. 


Clyde S. Stouffer 


Clyde Summers Stouffer, 
70, retired St. Joseph, Mo. 
hardwareman, died June 7 
at his home in St. Joseph 
after a long illness. Mr. 
Stouffer started in the hard- 
ware business 40 years ago 


with the Wyeth Co. He had 
operated two different stores 
since then and retired in 
1945. 


George B. Garrett, Sr. 


George B. Garrett, Sr., 79, 
owner of West End Hard- 
ware Co., Shreveport, La., 
died June 9 in a local hospi- 
tal after a short illness. Mr. 
Garrett was associated with 
hardware firms in Shreve- 
port beginning in 1898 and 
opened his own firm in 1905. 


Louis E. Smith 


Louis E. Smith, 66, for- 
merly of Frank M. West, 
Inc., wholesaler of Stamford, 
Conn., died recently after a 
long illness. Mr. Smith 
started in the hardware 
business in 1913 and retired 
in 1952. 


Marshall T. Lyons 


Marshall Theman Lyons, 
54, owner of Lyons Supply 
Co. of Burns, Kan., died 
May 3 of a heart attack. 





New PASHA & Arkansas 
Secretaries Introduced 


J. Wayne Tisdale and Tom 
R. Pinckney were introduced 
as the new PASHA and Ar- 
kansas secretaries at the re- 
cent National Retail Hard- 
ware Association Congress. 

Mr. Tisdale, former secre- 
tary of the Arkansas Retail 
Hardware Association, be- 
comes managing director of 
the Pennsylvania & Atlantic 
Seaboard Hardware Associa- 
tion in Sept. 

Mr. Pinckney, formerly in 
the freight promotion field, 
replaces him as secretary of 
the Arkansas group. 


Putney Named Secretary 


Chester C. Putney of 
Brandon, Vt., has_ been 
named executive secretary of 
the New England Hardware 
Dealers Association, Boston, 
Mass. 

Mr. Putney has been serv- 
ing since 1952 as executive 
secretary and treasurer of 
the Ayrshire Breeders Asso- 
ciation in Brandon. 
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DEALER BRIEFS: 


(Continued from page 93) 
other voluntary chain. Mr. 
Parrott opened the store in 
1913, the same year the Our 
Own organization was set 
up. He operated the store 
until May. Mr. Dawes plans 
to modernize his store and 
add new identification signs. 


Chicago, Ill.—Mr. and Mrs. 


I. E. Davis of the Stock 
Yards Hardware & Paint Co. 








celebrated their Golden Wed- 
ding anniversary on June 25. 
Mr. Davis has been in the 
hardware business_ since 
1906, succeeding his father 
who established the business 
in 1899. At 75, Mr. Davis 
still is active in the business. 






















A report in pictures of events in the trade 





HA Photo Angles 








Officers of the Lawn Mower Institute, Inc. after the elec- 
tion at the 5th annual convention in Toronto, Canada. 
(See Hardware Age, July 4, pg. 85.) Left to right: 
H. K. Howe, executive secretary; A. W. Schenck, Sav- 
age Arms Corp., vice-president; H. M. Cooper, Cooper 
Mfg. Co., retiring president; D. M. Lilly, Toro Mfg. 
Corp., president; J. M. Butler, Jr., Robertson Mfg. Co., 
secretary-treasurer. ~ 





An open forum discussion, a highlight of the annual 
convention held by the Lawn Mower Institute, Inc. The 
power packed program was held at the Royal York 
Hotel in Toronto, Canada. 






The 2nd Annual Bookkeeping Clinic was held by the Michigan Retail Hardware Association, June 11, at the Civic Center 
in Lansing, Mich. Those in attendance at the one day clinic, shown here, included 35 bookkeepers. One of the highlights 
of the day was an afternoon question and answer session. 
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NE Ww! This Will Be America’s 


It sprinkles 


SPRAYS JUST THE 
RIGHT AMOUNT OF 
PLEASANTLY WARM 
WATER FOR PROPER 

SPRINKLING ! 


EXACTLY 
THE PROPER HEAT 
FOR EACH FABRIC ! | , 7 JUST THE RIGHT 
AMOUNT OF STEAM 
...NOT TOO MUCH 
...NOT TOO LITTLE! 
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‘*Viost-Wanted” Iron! 


as you iron! 


Here’s a dramatic, new idea in irons. The most 
important advance since steam was added. 


It’s the new General Electric Spray, Steam & 
Dry Iron. The first iron that lets the housewife 
sprinkle as she irons. 

The General Electric Spray, Steam & Dry 
Iron eliminates sprinkling and pre-dampening 
of all fabrics—including heavy cottons, linens 
and starched fabrics that no other steam iron can 
properly moisten. You need to pre-dampen 
only your very largest pieces. 


Actually three irons in one, it changes in- 


stantly from one to another. Turns out lovelier, 
satin-smooth ironing . . . in far less time. 


Housewives will love this iron. It’s sure to 
be the “‘most-wanted”’ iron in America. We’re 
throwing the advertising weight of many of 
America’s greatest media behind it. 

Big double- and single-page ads in Life, 
Ladies’ Home Journal, Good Housekeeping, and 
TV commercials on “‘Cheyenne”’ over ABC-TV. 

Get set to cash in on the demand. Start 


stocking them now! General Electric Co., 
Portable Appliance Dept., Bridgeport 2, Conn. 


Progress /s Our Most Important Prodvet 
GENERAL @ ELECTRIC 








Sprinkles as you iron. No pre-dampening 
heavy cottons, linens, starched fabrics. 
Erase stubborn wrinkles, pressed-in creases! 


.. . 
Dial the temperature. Visualizer Fabric 
Dial selects the perfect ironing temperature 
for every fabric from synthetics to linens. 
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Ha 
allows you to iron with either hand. Light 
weight of iron saves time and work. 





Just press the button. Sprays exactly the 
right amount of pleasantly warm water on 
fabric for perfect ironing. 


ies 


nee 


Use it as a steam iron. Even-flow steam 
penetrates. 





NEW 





SPRAY, STEAM & DRY 


IRON 


19° 


*Manufacturer’s recommended retail 


or Fair Trade price 








Makes ironing satin-smooth. 


Changes instantly from “steam” to “dry.” 


So light . . . so easy to use. Weighs little 
more than your purse—only 3% pounds. 
Large soleplate covers fabric in less strokes. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words........... $5.00 
Eech additional word........... 10 
Positions Wanted 
(Specic! Rate) set solid, maximum 
ee eee iid a cnacadiiinsceue ieee $2.00 


Allow Seven Words for Keyed Address 
or Your Address 





BOXED DISPLAY AD RATES 
$8.00 per column inch 
5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence end replies te 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & Séth Sts., Philadelphia 39, Pa. 


CLASSIFIED ADVERTISING RATES 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompasied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is blished every other 
Thursday. Classified close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
check or money order, not currency or 
mps. 


3S. 











Representatives Wanted 





Representatives Wanted 


Representatives Wanted 











REPRESENTATIVES 


For fully market tested and proved fast selling line 
of prepackaged Do-It-Yourself hardware. World's 
largest manufacturer of this type of hardware is now 
making line available to the trade for the first time. 
We want aggressive representatives who will intro- 
duce our line to all classes of wholesalers and 
chains. Several territories still open for the right 
men. Reply stating territory, other lines carried 
and experience. 


PRESTO LOCK COMPANY 


Consumer Division 


Garfield, New Jersey 











Paint Brush Salesman 


Prominent paint brush manufacturer has open terri- 
tories for successful sales producer. Prefer men now 
calling om paint, hardware, lumber dealers and indus- 
trials. Protected territories. Established business. Will 
also consider sideline man or manufacturers’ agent. 


Address Box (!6, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








BARCALO 
MANUFACTURING 
COMPANY 


Maker of popular-priced, well-accepted hand 
tool line has openings for qualified representa- 
tives for three territories: |!) All or part of 
N.C., S.C... A Ga., Miss. 2) 
Col., N. Utah, Wyo., Mont. 3) Tex., 
Okla., Ark., Excellent opportunity for 
wide-awake salesman. Please write in detail 
and in confidence giving: Territory covered, 
types and number of lines now handled, other 
salesmen in your organization, frequency of 
calls on your accounts, and references. 


Tool Division, Barcalo Mfg. Co. 
225 Louisiana St., Buffalo 4, New York 


REPRESENTATIVES WANTED 


We need good established representatives to 
sell Lock Wrenches, Hand Lawn Mowers, 
Grass Catchers, Lawn Sweeps, Lawn Rollers, 
Picnic Tables, Work Benches, Ping Pong Tables. 
We are the National Sales Managers for 
these factories and you will work direct for 
them. Exclusive territories, good commission. 
Give complete details in first letter: lines 
carried, number of men, territory, etc. 


TERRITORIES OPEN: Illinois and Wisconsin, 
Southeastern States, Southwestern States, 
Northwestern States, New York State, except 
New York City. 


JAMES S. AFTEL 


14236 Birwood Avenue, Detroit 38, Michigan 











POWER MOWER REPRESENTATIVES 


A few choice territories open for manufacturers’ rep- 
resentatives who can handle fast-moving line of 
power mowers. Tell us other lines carried, types and 
number of accounts you contact, territory covered, 
number of men. 


FOX HOWARD CORP. 


Dept. 757, 1030 W. North Ave., Chicago 22, Illinois 











SALESMAN 


Calling on Hardware, Farm and Garden Sup- 
ply Stores, Lumber Yards, Farmer's Co-ops, 
etc. Outstanding line of Wood Tool Handles 
and Wood Hardware items. Top commissions. 
Once-in-a-lifetime opportunity! All details in 
first letter please. 
Address Box 822, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 























SALES REPRESENTATIVES WANTED by 
manufacturer of lambswool floor applicators, refill 
pads, polishing bonnets and discs, wash mitts of 
all types, sponges, genuine imported chamois, and 
cleaning pads. We are prime suppliers, with a 
complete product line in each of the above prod- 
ucts. This is a top quality professional grade of 
merchandise, competitively priced and strongly 
merchandised for real volume sales. Variety of 
outlets and constant turnover assures a good in- 
come to our salesmen, and a good profit to our 
distributors. Several substantial territories are 
now open. Send a complete resume in first letter 
and please do not apply unless you can give fre- 
quent and full coverage to the sanitary supply 
distributors. Beverly Manufacturing Co., 10 
Roland St., Boston 29, Mass. 








REPRESENTATIVE WANTED 


To handle profitable line of Sliding Door Hardware 
on a liberal commission basis. Three different sets of 
Sliding Door Hardware to choose from. Please write 
in detail giving us your precise territory, how many 
men in your organization, your experience, type of 
trade called on and type of lines presently carried. 


E-Z ROLL HARDWARE MFG. CO. 
85 New York Ave., Westbury L. !., New York 














MANUFACTURERS’ REPRESENTATIVES 
of nationally advertised line of Key Duplicating 


Machines, Key Blanks, Locks and Locksmiths’ 
Supplies for the following territories: Western 
Pennsylvania, West Virginia; also, Arizona 


New Mexico, Colorado, Utah, Wyoming and Mon- 
tana. May be handled as sideline. Commission 
basis. Give territory, experience, references and 
lines ——— KEIL LOCK CO., INC., Charles- 


town, 


SALESMEN WANTED—Popular priced line 
medicine cabinets—liberal commission—several ter- 
ritories open—excellent opportunity for experi- 
enced men—apply at once—give full particulars 
to Address: Box 800, care of Harpware Ace, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 
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REPRESENTATIVES WANTED 


Nationally known manufacturer of Built-in kitchen 
fans and ventilating range hoods selecting agents 
selling to wholesale trade. Must be calling on builder 
and electrical contractor to help pre-sell the line. 
Positions open in following states: Alabama, Arkansas, 
Florida, Georgia, lowa, Kansas, Kentucky, Maryland, 
D. C., Mississippi, North Dakota, South Dakota, 
Nebraska, Oklahoma. 

Address Box 814 care of HARDWARE AGE 

Chestnut & 56th Sts., Philadelphia 39, Pa. 














GERMAN TOOL MANUFACTURER 
WANTS SALESMEN, jobbers, dealers, exciusive 
territory—Save money, import direct. Manufac- 
turer—Karl H. Wehn-Burg . . Wupper- 
Germany—Tomart Co., Res. Agent 4322 Mt. 
Vernon Rd., Cedar Rapids, Iowa. 


LADDER LEG 


Manufacturers Representative wanted to sell 








new patented unique self-adjusting ladder 
equalizer to hardware, paint and lumber 
trade. Protected territories. 


SEEGER-WILLIAMS, INC. 


4 Norman Street, Bridgeport 5, Connecticut 

















REPRESENTATIVE 


SALES WANTED. 
Manufacturers’ agent representing top builders 


hardware lines including butts and hinges, shelf 
hardware, tubular and mortise locks selling direct 
to lumber and hardware dealers. Northern New 
Jersey and Southern New York State. Established 
territory. Hardware knowledge imperative. Draw 
against commission. Address: Box 703, care of 
Harpware Acz, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 


EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware depart- 
ment, variety and chain stores. Good commis- 
sions. Write: Midwest Plastics Mfg. Co., 208 





Bates Avenue, St. Paul 6, Minn. 















EXPERIENCED SALESMAN WITH FOL- 
LOWING AMONG HARDWARE and Lumber 
dealers in Suffolk and Nassau Counties, N. Y., 
wanted by well-known New Jersey Hardware job- 
ber carrying complete stock of all nationally known 
lines. Excellent opportunity to select your own 
accounts and develop territory. Address: Box 817, 
care of Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 








MANUFACTURERS REPRESENTATIVE 
OR JOBBER to handle the sale and distribution 
of nglish made Handsaws, Bandsaw Blades, 
Hacksaw Blades and Frames to the Hardware, 
Electrical, Plumbing, Heating, Industrial and al- 
lied trades. Many good territories still open. Write 
giving full particulars on yourself, your territory 
and the lines now handled. E. R. Samsey & Co., 
Toledo 14, Ohio. 








REPRESENTATIVES WANTED 


Established manufacturers representatives calling on 
Hardware Stores, Lumber Yards, Department Stores, 
to sell a well known line of Mail Boxes, House Num- 
bers, and other Hardware items. Line well known from 
coast to coast. Many exclusive territories open. Exclu- 
sive coverage. Write details. 


Address: Box 820, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














REPRESENTATIVES WANTED. Manufac- 
turer desires several established commission repre- 


sentatives for state of OHIO, INDIANA, 
TEXAS, whit ong Hage * our clients and 
others a complete line of Plumbing Cast and 


Tubular Brass Goods with full line of Globe— 
Gate and Check Valves—competitively priced. 
Sold through Hardware Stores—Lumber and 
Building Supply Houses—Farm and Home Stores 
and large Plumbing and Heating Contractors. 
Please advise all details. Replies confidential. Ad- 
dress: Box 812, care of Harpware Acer, Chestnut 
& 56th Sts., Philadelphia 39, Penna. 
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Representatives Wanted 


Representatives Wanted 


Accounts Wanted 








SALESMEN WANTED 


Large Wholesaler wants aggressive salesmen to service 
hardware and lumber dealers throughout Connecticut. 
Protected territories with liberal drawing account 
against commissions. Benefits Provided. Must have 
own car. Please reply to: 


Address Box 702, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





REPRESENTATIVES WANTED 


Major manufacturer of complete line of weatherstrip- 
ping, squeegees, sash and screen moulding and hard- 
ware to sash and door mills building supply 
tories open. Line 
open territories and commis- 
sion is liberal. Write stating territory you now cover 
and lines handled. 


Address Box 827, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadeiphia 39, Pa. 











REPRESENTATIVES 


Covering all classes of jobbers. Can render reliable, 
aggressive service. We are national distributors with 
established actively operating branch offices in New 
York, Philadelphia, Detroit, Cleveland and Leuis- 
ville. We carry the account or you can bill direct. 
Inquiries invited. Write ANCO Cerporation, 7 Weed 
Street, Pittsburgh 22, Pa. 











GARDEN SPREADER REPRESENTATIVES 


A few choiee territories open for manufacturers’ rep- 
resentatives who can handle fast moving line of gar- 
den spreaders. Tell us other lines carried, types and 
number of accounts you contact, territory covered, 
number of men. 


FOX HOWARD CORP. 


Dept. 757, 1030 W. North Ave., Chicage 272, 














EXPERIENCED HARDWARE SALESMEN 
CALLING ON LUMBER YARDS, jobbers and 
large dealers wanted by reputable manufacturer 
for a line of builders hardware, competitively 
priced; generous commissions. State in first letter 
territory and line now handling. Address: Box 
715, care of Harpware Ace, Chestnut & 56th 
Streets, Philadelphia 39, Pa. 








SALESMAN WANTED 


Old Line Manufacturers’ Agent has opening in 
Virginia, West Virginia, Kentucky for experi- 
enced man to contact wholesale hardware and 
industrial supply accounts. Territory producing 
good income from well established lines. 


Address Box 819, care of HARDWARE AGE 
Chestaut & 56th Sts., Philadelphia 39, Pa. 














LOOKING FOR A PROFITABLE PAINT- 
BRUSH LINE? We are well known national 
manufacturers of high quality, competitively 
em paint brushes of every description; pure 
ristle and nylon. Several lucrative territories are 
now available. Very high commission, protected 
territories, all shipments prepaid. State full par- 
ticulars in first letter. All replies confidential. 
Address: Box 804, care of Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





EXCLUSIVE PROTECTED TERRITORIES 
open for nationally distributed unique water re- 
placement plumbing specialty item packaged for 
sale to plumbing supply houses, hardware distrib- 
utors and retailers. abe demonstration sells 
8 out of 10 on first call. Address: Box 115, care 
of Harpware Acg, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 








HOUSEWARES REPRESENTATIVES fast 
selling modern bar and snack bar stools; heavily 
constructed magazine rack. Ideal promotional 
items. List territory and experience. Address 
Box 821, care of Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





COMMISSIONED SALES REPRESENTA- 
TIVES needed for some choice protected terri- 
tories. We manufacture quality residential and 
commercial locksets, selling to lumber, building 
material and hardware trade. Address: Box 802, 
care of Harpware AGE, Chestnut & 56th Sts., 
Philadelphia 39, Penna. 





MANUFACTURER’S AGENTS WANTED. 
Professional cutlery for restaurants, hotels and 
butchers. In business since 1906. Certain terri- 
tories open. Write OLD FILE CUTLERY CO., 
Manila, Arkansas. P. O. Box 537. 





SALESMAN PLUMBING SPECIALTIES to 
sell for established national distributors exclu- 
sive territory, 10% commission. Write full de- 
tails with references. Replies confidential. Akron 
Supply Co., Inc., 216 Grand Street, Brooklyn, 
New York 





SALESMAN WITH ACTIVE FOLLOWING in 
bardware, paint and lum yards in Southwestern 
Ohio, Indiana, Kentucky, Louisiana, Mississippi, 
Alabama, Arkansas, Texas, lowa, Nebraska, Okla- 
homa and New England for established national 
paint brush manufacturer. Address: Box 815, 
care of Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Penna. 
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Accounts Wanted 








TO MANUFACTURERS OF: 


Power Lawn Mowers—Edgers & 
Trimmers—Electric Hedge Cutters— 
Garden Tools—All Lawn Supplies. 


We are a top rated sales organiza- 
tion producing volume business in 
the garden supply field. (High vol- 
ume this season 2! millions in One 
Line.) We sell to hundreds of well 
rated accounts including department 
stores and promotional outlets. Our 
reputation is excellent both with the 
manufacturers and buyers. If you 
are looking for substantial sales in- 
creases for next season, contact us 
now. 


JACK H. BERGMAN SALES CO. 


234 5th Avenue, N.Y.C. MU. 3-9353 














WANTED TOP LINE ONLY! 
New York and New 
scientiously covered 


Metropolitan 
ersey consistently and con- 
y our high-powered three- 
man sales agency. We get out and dig for busi- 
ness. Have merchandising and promotion know- 
how to put at manufacturers’ disposal. Looking 
for top line to concentrate on. Write us now. Ad- 
dress: Box 705, care of Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





AGGRESSIVE MANUFACTURER’S' REP- 
RESENTATIVES traveling Wisconsin, lowa, 
Minnesota, North and South Dakota and calling 
on Hardware jobbers, tool jobbers, distributors 
and chains, wants one additional established line in 
hardware or housewares. 25 years wholesale and 
retail experience. Can give best references. Ad- 
dress: Box 813, care of Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





MANUFACTURERS’ AGENT, WELL ES- 
TABLISHED, experienced, offers superior rep- 
resentation in Metropolitan N. Y.-N. J. to hard- 
ware, tool and garden manufacturers. Thorough 
and efficient coverage of hardware tools, electrical, 
garden, wholesalers, catalog houses, chains, dept. 
store. Excellent reputation in trade. Address: 
Box 617, care of Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 





WEST COAST SALES ORGANIZATION 
newly reorganized looking for potentially volume 
sales items in the hardware, mill supply or garden 
supply fields. Established for ne 12 years and 
covering states of California, Oregon and Wash- 
ington. arehouse facilities available. Address: 
Walter Industries, Inc., 725 Second Street, San 
Francisco, Calif. 





WANTED ADDITIONAL LINES EXPERI- 
ENCED MANUFACTURERS REPRESENTA- 
TIVES calling on Wholesale Hardware, Building 
Material, Distributors and Architects in Metro- 
politan New York, New Jersey and Pennsylvania. 
4 years experienced. Excellent reputation in the 
trade selling national lines. Available for im- 
mediate interview and also at National Builders 
Hardware Show, Chicago, Illinois, September 22- 
25. Address: Box 823, care of Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 









































MINK STATES 


(Mo., la., Nebr., & Kans.) 
HARDWARE and BUILDING MATERIAL J08- 
BERS, DISTRIBUTORS and CHAINS. Well estab- 
lished, very successful record, centrally located, top 
performance and cooperatien. 


MIDWEST SALES AGENCY 
P.O. Bex 473, Independence, Missouri 














LINES WANTED—NEW ENGLAND. Rep- 
resentative—thirty-two with ten years’ selling de- 
sires additional line. Strong following and back- 
ground in Hardware and Houseware trades. 
 pemppaaan R. BUTTS CO., Box 58, Waban 68, 

ass. 





VIRGINIA, NORTH CAROLINA, SOUTH 
CAROLINA and GEORGIA territory covered by 
young aggressive manufacturer’s agency calling on 
distributors of building hardware and hardware 
specialties. Desires one or two additional quality 
advertised lines. Be assured of prompt reply te 
our inquiry. Address: Box 828, care of Harp- 
Cage Ace, Chestnut & 56th Sts., Philadelphia 39, 

a. 





MANUFACTURERS REPRESENTATIVE 
CALLING ON WHOLESALE Hardware and 
Plumbing accounts in Missouri, Kansas, Nebraska 
and Oklahoma would like additional line. Address 
Box 824, care of Harpware Acez, Chestnut & 
56th Sts., Philadelphia 39, Pa. 





Help Wanted 





LEADING SOUTHERN HARDWARE 
WHOLESALER is looking for an_ experienced 
hardware buyer. Write giving qualifications and 
interview will be arranged. Address: Box 826, 
care of Harpware Aces, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





MANAGERS AND ASSISTANT MANA- 
GERS for large retail hardware in the San 
Fernando Valley—20 miles from Los Angeles. 
Experienced intelligent people, ages 30-40, wanted 
to manage hardware, paint, housewares, electrical, 
and plumbing departments. Excellent opportunity 
to grow with an organization that is growing with 
the West. Live in the fabulous San [lernando 
Valley with its year round summer. Write full 
details to Address: Box 830, care of Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





Business Opportunities 








DO YOU WANT TO RAISE CASH? 
DO YOU WANT TO SELL OUT? 


lf you want a sale, reduction, money raising, 
removal or closeout, get America’s most re- 
liable and productive sales plans. Send for 
prospectus today. 

J. H. VOLL SALES SERVICE 
115 West Main St. Madison, Wis. 














CLOSE OUT—Elevem piece German drafting 
8 velvet lined case. $2.75 in dozen lots. Sam- 

e¢ $3.00. Fourteen piece set, $5.00 in dozen lots. 
ge ee $5.50. Prepaid if payment accompanies 
order. If unsatisfied, return in ten days, your 
money will be sadly but promptly returned. We 
are interested in specials and closeouts. Write 
your offerings. Macleans, 312 Belanger, Heuma, 
Louisiana. 
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Business Opportunities 


Business Opportunities 


Business Opportunities 








FOR A MAN WHO WANTS TO 
COMBINE GOOD BUSINESS AND 
GOOD LIVING 


Hardware and Sporting Goods Store 
in Colorado’s Best Community 


Established, highly rated retail store 
doing about $200,000 annually. Well 
located in substantial, growing area 
where all-year-round outdoor living 
creates extra demand for full line. 
Favorable long term percentage 
lease, experienced sales staff, clean 
inventory. Sale price under $150,000 
cash, principals only. 5 year net 
about 14%. If you mean business, 
write, giving evidence of good faith 
and ability to handle. 


Address Box 808, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Penna. 














BUYERS OPPORTUNITY—Wholesale Hard- 
ware, contractors supplies, heavy hardware and 
industrial supply business. Established many 
years in the Metropolitan New York area (New 
Jersey). Big inventory of demand items usually 
dificult to find. Many large industrial accounts. 
Due to age and health owner wishes to retire. 
Can be purchased with or without real estate. Un- 
usual chance for an experienced party to take 
over a fine profitable “going” business of excellent 
reputation. Price less real estate $260,000—Fi- 
nancing will be arranged—All replies confidential: 
Address: Box 713, care of Harpware AcE, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





FOR SALE—Thriving Hardware Business in 
Putnam County, New York. Long established, 
doing excellent business in fast growing rural 
area; Situated on State Highway. Intake $75,000. 
Store and large Warehouse; also Apartments for 
rent. Long term lease. Unusual opportunity. 
Write Nobart Schapiro, Carmel, New York. 





OLD ESTABLISHED HARDWARE AND 
APPLIANCE store recently remodeled with mod- 
ern Blond Oak fixtures in Cattaraugus County, 
New York. Modern apartments in building will 
carry overhead. Will sell complete or lease build- 
ing with option to buy. Owner wishes to retire. 
Address: Box 808, care of Harpware AcE, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





SPECIAL TRIAL ASSORTMENT! One-half 
dozen of each of our 50 most popular brass key 
blanks—$15.00. HAZELTON CHAIN CO., 81 
Kemble St., Roxbury 19, Mass. 





WANTED TO BUY IN WISCONSIN Hard- 
ware store. Send complete information regarding 
location, stock, fixtures, building, terms of lease 
and sales volume. Address: Box 810, care of 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 








ABSOLUTELY MUST SELL 


About—1000 Dozen of Cabinet Hardware 
mostiy Chrome finished. Hinges—Pulls—Knobs 
—Cabinet lock and many other items. Send 
for list. Priced right for quick sale. 


WILSON & GREENE LUMBER CO. 


P. O. Box 1163 Syracuse 1, New York 











JOB LOTS WANTED 


Hand tools, Hardware, Cutting tools, Drills, 
Portable Electric tools, etc. Cash available 
for any quantity of goods. Send lists and/or 
samples to: 


SPROTZER TOOLS & HARDWARE CO. 


106 Werren Street New York 7, New York 











JOBBERS WANTED We manufacture a line 
of nationally known hand tools. We drop ship 
and pay all transportation charges. You don’t 
have to carry any stock. No shipping; no ware- 
housing costs; a very clean, profitable proposition. 
Address: Box 627, care of Harpware AGz, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





FOR SALE: OUTSTANDING HARDWARE 
STORE. Leading store long established with ex- 
cellent record of earnings. Located Southern Cali- 
fornia. Clean, well balanced inventory about 
$85,000. Will lease modern fixtures. This is a 
big volume store with excellent lease and unlim- 


ited potential. You must see to appreciate. Ad- 
dress: Box 809, care of Hanpware Acz, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





Positions Wanted 





HARDWARE STORE, CENTRAL ILLI- 
NOIS town of 4000, heart of agricultural area, 
Frigidaire appliances, Dri-Gas and Shelgas bottle 
gas, modern fixtures, leased building, low rent, 
sell at inventory and % price for fixtures, wife’s 
health reason for selling, reduce inventory to meet 
buyer’s needs. Address: Box 805, care of Harp- 
ware Ace, Chestnut & 56th Sts., Philadelphia 39, 
Pa. 





HARDWARE STORE IN NEW SHOPPING 
center in Southewstern Michigan. Well balanced 
stock. Fixtures and stock at wholesale inventory. 
$30,000 will handle. Excellent lease arrangement. 
Address Dr. John Mathews, Three Rivers, Michi- 
gan. 





HARDWARE STORE in Long Beach, Cali- 
fornia established in fine community. Clean stock 
of hardware, plumbing, paints, electrical, etc. 5 
year lease available at $135.00 per month. Ap- 
proximately $15,000 inventory plus $3,500 for fix- 
tures. Retiring. Address: Box 801, care of 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





MOST SENSATIONAL OFFER EVER 
MADE! Your name and address embossed FREE 
in beautiful raised letters on 100 different key 
blank numbers. Permanent and distinctive. Elimi- 
nates hand stamping. Any quantity—any assort- 
ment. Ask for bulletin No. 756. HAZELTON 
CHAIN CO., 81 Kemble St., Roxbury 19, Mass. 





WELL ESTABLISHED EXPANDING 
BUILDERS HARDWARE concern can double 
volume of business in next twelve months with 
alert, active salesman willing to invest capital for 
share business. Minimum $10,000. L. I. resident 
preferred. Address: Box 829, care of HARDWARE 
Acs, Chestnut & 56th Sts., Philadelphia 39, Pa. 





SALE: GENERAL HARDWARE BUSINESS 
South west Texas. Retiring account of age. Es- 
tablished 30 years, clean staple stock. Good lease 
with fixtures, steady payroll, center of oil and re- 
fining and good farming territory. Other lines 
could be added as implements and appliances. 
Farm crops excellent. Address: Box 806, care of 
HarDWARE AGE, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 





SUCCESSFUL GENERAL MANAGER 
WITH eleven years’ experience in all phases 
of hardware, paints, housewares, sporting goods, 
plumbing supplies, farm and garden supplies, roof- 
ing materials and electric supplies. irty-seven 
years old, married. Desires manager or assistant 
manager position with larger firm. Preferably on 
eastern coast. Excellent references. Address: Box 
700, care of Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





SALESMAN: Experienced hardware to whole- 
sale distributors Northeast states. Proven ability 
to open, develop accounts, territories, neat 
appearance, capable, dependable. Age 36, married, 
reside New York. Own car, travel, etc. Wants 
og with responsibility and future. Address: 

x 816, care of Harpware AGz, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





MANAGER AND BUYER OF AN INDUS- 
TRIAL, builders, and general hardware concern 
desires position where initiative and hard work 
will be rewarded. Age 39, married. Have back- 
ground in accounting and machinery, also public 
relation work. Salary secondary to opportunity. 
Will relocate. References furnished. Address: 
Box 825, care of Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





ATTENTION MANUFACTURER OR 
AGENT—Successfu] experienced salesman desires 
position with challenge and opportunity. Age 27. 
college graduate, suburban Penna. residence, will 
travel and relocate. Will furnish resume and best 
of references. Address: Box 811, care of Harp- 
gg Ace, Chestnut & 56th Sts., Philadelphia 39, 

a. 





EXPERIENCED HARDWARE MAN DE- 
SIRES to make a change, thirty-four years of 
experience in all phases of both wholesale and re- 
tail hardware, furniture and appliance business. 
Capable of managing any size retail store. Com- 
plete resume on request. Address: Box 807, care 
of Harpware AGE, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 








HARDWARE AGE 





Chestnut & 56th Sts. 


Looking for New Merchandise ? 


There's still lots of new merchandise being introduced to retail hardware markets. Keep posted on new mer- 
chandise by reading “What's New," which appears in every issue on page 14. During each month HARDWARE 
AGE brings you more listings of new merchandise than any other hardware magazine. 





Philadelphia 39, Pa. 
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Write for Free Literature 


th? / 


SCREW ANCHORS 


ALWAYS SELL GENUINE Sob 


MOLLY — 





Molly Corp., Reading, Pa. 


HARDWARE AGE, AUGUST 1, 1957 








Index to Advertisers 





A | K 


Aladdin Laboratories, Inc... 6! 

Aluminum Goods Mfg. Co. 

American Chain Div. 
American Chain & Cable 


Keuffel & Esser Co. .... 71 
2 Kwikset Sales & Service Co. i! 


Co., Inc. ase a L 
American Tackle & mn 
ment Co. . .26-27 | Lawn-Boy Div. 

Amerock Corp. | 106- 107 Outboard Marine Corp. 3 
Animal Trap Co. of America 61 | | Lockwood Hardware Mfg. om. 
. M 

Barker Engineering Co., | Mall Tool Co. Div. Remington 
George A. :0 et ee Soggy wag 53 
Bissell Carpet ‘Sweeper Co. 97 Marshalltown Trowel Co en 108 
Black & Decker Mfg. Co. 73. ' mera 
a Martin Stamping & Stove Co. 87 
‘May Co., D. C. 108 
Cc McGill Metal Products Co. 87 
|Miller & Co., Inc., Robert E. 108 
Camp Co., Inc., The ...... 83) Minnesota Mining & Mfg. 
Century Products, Inc. ...._ | Oy BERR en cores 18, 83 
Columbian Enameling and | Molly Corp. 104 
Stamping Co. 5 | 
Crescent Plastics, Inc. 96 | 
| N 
5 | National Cash Register Co. 24 
Decatur Pump Co. ........74, 75 National Hardware Show, Inc 19 


| National Mfg. Co. ......... 108 


DuPont de N & Co., 
urOn yaa . g3 | National Screw & Mfg. Co. 109 


Inc., E. |. Finishes Div. .... 


| Nicholson File Co. ........ 4 | 
c North & Judd Mfg. Co. .... 79 
Empire Level Mfg. Co. .... 105 > 
F Parker Sweeper Co. ........ 55 
Pennsylvania Saw Corp. 89 


Federal Enameling & | Pioneer Gen-E-Motor Corp. 13 


Stamping Co. .......... 63) Portable Electric Tools, Inc. 108 
Forsberg Mfg. Co.......... 89 
Frick Gallagher Mfg. Co... 87 











R 
3 Republi Cts: Mihicsciscucn 
S | Electri Republic Steel Corp. . . 90-91 
pt Div, cea 20-21-22 | Richards Wilcox — Co. .. 110 
Portable Appliances | Ridge Tool Co., The. 57 
28, 32-33, 100-101 
General Fiber, Inc., Div. of 
General Plastic Corp..... 81 S 
G | Slicing Machine Co. 29 
pat Fea tame dh % g9 | Sharon Bolt & Screw Co. .. 87 
Goulds Pumps, Inc. ....... .30-31 Skillman Hardware Mfg. Co. 95 
Graham & Co., Inc., John H.., Sterling Alderfer Co. ...... 59 
G. W. Griffin Co. ... 60 | 
Greenlee Tool Co. ........ 105 
Griffin Mfg Co. .......... 94 T 
Taplin Mfg. Co., The ...... 108 
H 
Hanson Co., Henry L. .... 82. Ww 
Hyde Mfg. Co. sas, 
Wallace Silversmiths ...... 17 
l Westinghouse Electric Corp. 
Lamp Div. .... 84-85 
Independent Hardware | Weight Steel & Wire Co., 
J 
Y 
Johnson Mfg. Co., Nestor .. 23) 
Jones & Laughlin Steel Corp. 34| Yale & Towne Mfg. Co. 77 


HARDWARE AGE, AUGUST 1, 1957 





STOP PROFIT LEAKS 


Hundreds of dealers have 
|| discovered the effective- 
| ness of HARDWARE AGE 
'| Pocket Want Cards for 
| minimizing outs and keep- 
ing track of shorts and 
|| special requests. 








nanmwane AGE 
Pocket Want Card 


6 naw cord each marnyng. Turn card in each 
evening. 


More than 110,000 | 
HARDWARE AGE Pocket : 
Want Cards have been 
purchased by dealers this 
year. Many have reordered 
several times. 





wee eck of card ¢ -e. “eed more spece) 


Tinictini 





Card fits neatly in jacket 
or shirt pocket. Write 
down outs, etc., immedi- 
ately, as soon as you discover them. Card is 
turned in each evening to store manager for 
review. Take a new card each morning. 





Save time and money. Order a supply now. 


70 cards for $1.00 or 450 cards for $4.95, postpaid. 


Send order with check or money order to 
Pocket Want Cards, Harpware Acer, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 








Survives Accidental Falls 


















Here is the Level ne craftsman can 
resist. First real imerevement made in levels in 3% years. 
New EMPIRE CRYSTAL VISION with Stereeptic Lences 
MORE visibility. Ne broken vials from rough usage. 
‘ng onal sing brings customers te 8. 
and display Empire Crystal 
Levels. 


MAGNESIUM 
Model 152-M— 
Retail 


24”—$ 8.00 
28”—$ 9.08 
48” —$14 50 
78” —$2Z4.00 


ACT TODAY! Send fer Literature and Discounts 


EMPIRE LEVEL MFG. CO. 


Teels for the Nat 


8 Craftsmen 
10926 W. Potties 7 Milwaukee. Wis. 








Multiply sales . . . sell chisels by the set... 
in rolls, fiberboard boxes, wood cases. 


chEsniee 


Write for free G 
¢ Hend Tool Catalog No. 35-H 





GREENLEE TOOL CO., 1813 HERBERT AVE., ROCKFORD, ILL. 
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WHY 


Amerock 





— ~ 


TURNING TIME INTO DOLLARS — wholesaler 
service cuts down buying expense; increases your 


selling time that makes profits! One wholesaler sales- 
hy e ll] ee, t hr O ugh man can represent hundreds of manufacturers, and 


free your time for more profitable work. 


JET TRUCKS FROM AMEROCK’'S NEW PLANT 
probably would not be fast enough for those fill-in or 
emergency orders—even if you or we could afford 
it! You can give better customer service with prompt 
deliveries from your Amerock wholesaler. 





21 years ago Amerock 
had to decide whether 
to serve dealers through 
wholesalers or sell direct 

















After checking every possible 
plan, we found the wholesaler 
represented the most 

economical channel—the best way 
for the dealer and the best 

way for us. In cabinet hardware 
marketing today, 

this is more true than ever before. 
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WHOLESALER’'S MONEY WORKS FOR YOU — 
by carrying your reserve stock of Amerock hardware. 
Your wholesaler helps you reduce your inventory. 
You get quicker turnover and quick profits on a small 
investment! 








WHOLESALER'S STOCK SPACE WORKS FOR 
YOU —today your customers demand greater variety 
and expect style changes in all merchandise. Your 
wholesaler makes it easy for you to offer customers 
the very latest without warehousing large shipments. 























' 
| 
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IDENTIFY YOUR STORE WITH AMEROCK 
—new Amerock displays and demonstrators will 
up your “‘sales-power”’... modern packaging 
will increase impulse sales. Your Amerock 


























wholesaler will help you select the fastest mov- 
ing items for your locality. And Amerock na- 
tional advertising will help build your customer 
traffic. Sell QUALITY ...sell AMEROCK! 


GENUINE See Your Amerock Wholesaler 


Tt AMEROCK CORPORATION 
ites ROCKFORD, ILLINOIS (in Canada, Amerock Limited, Meaford, Ontario) 
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4(MARSHALLTOWN 
a | 
MARSHALLTOWN TROWEL COMPANY « MARSHALLTOWN, IOWA 


Wa PAPER AND PLASTIC DROPCLOTHS | 
mAY-CREPE) E 


Retail price (PAPER) 59c and Up 
(PRONOUNCED 









































Retail price (PLASTIC) 89c and Up 











Builders’ Hardware of Proved Performance 


Over 50 years of specialization in design- 
ing and manufacturing hardware for the 
builidng trade. Fine basic materials, pre- 
cision construction and operation are but 
a few of the “reasons why” your trade 
insists upon genuine National of Sterling. 


















Ww ttle Wehall ti ic 


PORTABLE ELECTRIC TOOLS, INC. | COMPANY } ‘ e *y 


320 W. 83RD ST. - CHICAGO 20, ILLINOIS 

















TAPLIN 
EGG BEATERS 


e Efficient operation 
e Durable construction 
e Smartly styled 


e Nine models in the 
popular price range 


THE TAPLIN MBG. CO. 
NEW BRITAIN, CONN. 
Since 1897 


You Make News 


What you do is news to thousands of other hard- 
ware dealers who read HARDWARE AGE. They’re 
interested in knowing of your plans to remodel, 
of new partners, stores sold or bought, anniver- 
saries, etc. 

Write us a short note about any of your activi- 
ties you feel would be of interest to others who 
read the News of the Trade regularly in HA. 
Don’t worry about style. Just give us the facts 
briefly; we'll do the rest. Address your note to 
the Editor, HARDWARE AGE, 56th & Chestnut Sts., 
Phila. 39, Pa. 





























Origine: ML OES | OCC @ © 
INSULATED RUBBER CUSHIONED GLIDES 


Wonderful for all WOOD and METAL Furniture 
Glide Softly, Silently, Smooothly 


3-COLOR DISPLAY BOX 


Colorful . . . Eye-Catching. Sells on Sight : : 
Contains | doz. cards of either %", 3%," or I" DOMES. DOMES have mn aes ceeae 






















One Set of 4 tains | dox. ) 
on a 3-Color Card 2@ Ht Sig point nail. Case hardened steel, burnished nickel plated mirror 





é SIZES: %", xy", py 
11/16", 1%", ih". 


Ask your Jobber or write— 








Both Container and Cards in 3 COLORS 
ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 
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“NAT STANDS OUT 


with dress-parade packaging 


Brighten up your fastener shelves and speed up off-the-shelf selection with 
the snap and color of National’s high-visibility labeling and uniform packaging. 
These smart, trim boxes stand out, boldly identifying National quality by their 
glossy red and black finish. Color-coded labels make stock handling easier, too! Colors 
quickly identify fastener types. And sizes are printed large enough to see, even on 
higher shelves. 
Standardize on National’s most complete, accepted 
quality line . . . packaged to stand out boldly for greatest 


sales appeal. f 
VA 





\ C HARDWARE ) | 
\ “t. —— i 


- 


Y 


— 
’ 


iF 








THE NATIONAL SCREW & MFG. COMPANY 


Cleveland 4, Ohio 
Pacific Coast: National Screw & Mfg. Co. of Call. 
3423 South Garfield Ave. « Los Angeles 22, Cal. 





Ask Your Distributor . . . He Knows FA 
H coesre || Tif — 
J Hoists 12°! 4 J 
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CHAINS 





FOR STEADY 
TURN-OVER 


INCREASED 
PROFITS... 


Sell the R-W line of Culig hardware 


...sales tested and accepted for over 77 years! 


The R-W line of QUALITY hardware in- 
cludes all of the following products: 


“LOCK-JOINT” Track and Hangers for doors of 
all sizes and weights. 


R-W Weatherproof Barndoor Track and Hangers 
... the favorite of farmers everywhere. 


R-W “Ear-Way” Track and Hangers for light 
weight sliding doors. 


Latches, Hasps, Door Bolts, Flush Pulls and Door 
Handles for all types of doors. 


Stay Rollers, Binders and Floor Guides for sliding 
doors. 


Hinges in a broad assortment of types and sizes 
... including Butt, Surface, Strap or Jamb type 
hinges. 


Studding Sockets that securely anchor studdings 
and corner posts to the concrete floor or founda- 
tion. 

Complete hardware sets for single and double 


straight sliding doors. 


Complete line of Fire Doors and fire door hard- 
ware... industrial doors of all types and sizes. 


Electric Operators that will automatically open 
and close all types of doors and gates... whether 
they swing, slide or fold. 


Richards-Wilcox offers you a complete line of top-quality 
hardware that sells on reputation ...a line you can sell with 
the assurance of knowing it will provide years of trouble-free 
service for your customers. Best of all, R-W provides one de- 
pendable source for all of your hardware requirements... 
all time-tested, quality products that will provide greater sales 
volume and added profits for you. From track, hangers and 
hardware to the best line of Electric Operators and doors, you 
can rely on R-W products to provide complete satisfaction.Sell 


the line of “least resistance”... R-W quality hardware. 


° . « « for complete information on the 
profit-making line >f R-W quality hard- 
ware. Request your copy of Catalog 


No. 100-R. 


Richards-Wilcox 


MANUFACTURING COMPANY 


A HANGER FOR ANY DOOR THAT SLIDES 





310 W. THIRD STREET, AURORA, ILL. Branches in Principal Cities 





